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‘Back to the Mills” 


A most familiar sight to habitues of Park Row are the great 
wagons loaded up with return copies of unsold papers. They come 
back by the ton, and are sent to the mills to be ground up again. 
Every copy of every paper there has been PRINTED, but not 
“CIRCULATED” in the true sense. They are as worthless to the 
advertiser as the paper not yet out of the mills. 

It is likely that, in the case of papers of large circulation, the per- 
centage of returns is comparatively small in proportion to the number 
of copies sold or otherwise distributed, yet the “return wagons” are 
ALWAYS LOADED, and their trips are FREQUENT.—r. Artemus 
Ward in Fame for December, 1904. 
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There is no News Stand “shelf” circulation (?)—no “Back to 
the Mills” percentage in the output of The Woman’s Magazine 
of St. Louis. Our average for 1904—1,623,967 Copies and every 
copy went out in a separate wrapper—into a home. 

Not a copy wasted. You don’t see any copies of The Wom- 
an’s Magazine in “ Return Wagons” on Park Row or elsewhere—we 
ignore the news stand demand. We send them into the homes. 


EVERY COPY CIRCULATES 


A publication that lies on a News Stand “Shelf” for 3, 4 or 6 
months, and is then returned to its publisher, to be consigned “ Back to 
the Mills,” or sent to the“ Dump,” IS NOT CIRCULATED. 

The advertiser is charged for every copy printed. Paying for circu- 
lation by the Agate line, and receiving waste paper by the ton, is expen- 
sive business for the advertiser. 

Any kind of circulation has a certain value, and you can test the 
relative value of the various kinds of circulation by a very simple system. 
If interested, write me on your business letter head, explaining your 
proposition. I will ¢vy to help you. 








A. P. Coakley, Advertising Manager, 


The Woman’s Magazine 


St. Louis, Mo. 
Chicago, Hartford Bidg. New York, Flat Iron Bldg. 
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43,934 lines 


IN THE MARCH ISSUE OF 


THE BUTTERICK TRIO 
increastor 11,266 LINES 


Over the Corresponding Month of 1904 


The forms for the March issue closed two 
weeks ago and, comparing it with the corresponding 
month of the previous year, we found the above 
increase, and show herewith the figures in detail: 





1904 1905 INCREASE 
THE DELINEATOR . 18,150 19,641 1,491 
THE DESIGNER. . 8,294 12,758 4,464 
NEW IDEA... . 6,224 11,535 5,311 
Se os ate 32,668 43,934 11,266 


This is an increase of 7,229 lines over the Febru- 
ary issue and, if you are interested in advertising 
from any standpoint, it will afford you much 
thought and study to look over the advertising 
pages and see how well each announcement is 
taken care of in the make-up. If you are a food 
advertiser, look for the editorial matter on foods, 
the kitchen, etc., and you will find the advertise- 
ments alongside very appropriate. The same 
directions apply to other advertisements appro- 


priate to other reading-matter. 

We are now accepting copy for the April Numbers, forms 
for which close February tenth. There will be a substantial in- 
crease in April over March, and it is to your interest to have 
your advertisement appear and enter the 1,500,000 homes to 
which Tue Butterick Trio will go between March eighth and 
fifteenth. 

For rate cards. sample copies and further information, address 


THOMAS BALMER, Advertising Manager 
BUTTERICK BUILDING, NEW YORK 
W. H. BLACK, Western Adv. Manager, 200 Monroe St., Chicago, Ill. 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29 1893. 


VoL. L. 
FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 
FOURTH PAPER. 








It has been already stated that 
my business in the office of the 
Boston Post was to look after the 
collection of bills and accounts due 
to the office. Naturally, however, 
it came about, there being no ad- 
vertisement solicitor employed, that 
Mr. James H. Beals, my chief, 
would suggest that as I knew Mr. 
So-and-So by sight I should step 
into his place of business and ask 
him if the advertisement seen this 
morning in the Journal, the Ad- 
vertiser or the Courier should not 
also appear in the Post, Every 
one who has been young, and 
while young has attempted to so- 
licit orders for advertising, can 
appreciate the dread with which 
I approached this or that great man 
to beg his patronage and the feel- 
ing of something almost like joy 
that welled in my bosom when I 
discovered that the man with the 
requisite authority was out to 
luncheon, or, better still, out of 
town. There were exceptions, 
however. The experiences were 
not all disagreeable. Now and 
then the advertiser seemed to want 
to see me, and gave an order as 
though it was a favcr to him; and 
out of acquaintances begun or im- 
proved in this way I found friends 
who were pleasant then and use- 
ful and profitable in after years. 
If a young man represents a news- 
paper of merit, and will tell his 
story clearly, distinctly, and with- 
out circumlocution, he will have 
few experiences that he need re- 
gard as disagreeable and many 
times will admit, when the day is 
over, that its hours have not only 
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produced profit but pleasure and 
satisfaction as well. 

Having become familiar with 
Boston, its crooked streets and 
alley-ways, I had a longing for a 
sight of the great metropolis, the 
City of New York, and one time, 
in midsummer, in the year 1860, 
mv ambition was gratified. I was 
given a list of persons to be called 
on and consulted on the subject of 
advertising in the Post. There was 
also a package of bills for varying 
amounts for services rendered, as 
it seemed to me, at a date that 
indicated neglect on the part of 
the office bookkeeper that they had 
not been sent in before. I had a 
pass on the railroad to Stonington, 
Connecticut, and on the steamer 
from that port to New York and, 
better than all, a due bill taken in 
payment for advertising done in 
the Post for the Fifth Avenue 
Hotel. It was a grand hotel in 
those days, the finest in America. 
It had one grave fault, it was too 
far up-town, so far, in fact, that 
a business man could hardly af- 
ford the time needed to go and 
come. The Astor House, corner 
of Barclay street, the Metropolitan 
near Prince street and the St. 
Nicholas between were the popular 
houses. 

Paran Stevens kept the Fifth 
Avenue, also the Revere House in 
Boston, the Continental in Phila- 
delphia, the Battle House in Mo- 
bile, and I know not how many 
others, and the Fifth Avenue made 
more money than all the others, 
and more than any hotel had ever 
made before—and not many have 
ever made so much since. It was 
a gold mine. Amos R. Eno owned 
it. When Mr. Eno died his estate 
counted up numerous millions, but 
in the financial panic of 1857 he 
was “land poor” and became em- 
barrassed. ' He had projected a 
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great block of stores, the walls 
were built, he was in a quandary, 
when one day Mr. Stevens came 
to him, induced him to change his 
stores into a hotel and advanced 
the money to enable him to carry 
out the new suggestion. Who 
looks at a plan of the Fifth Av- 
enue Hotel, either of the ground 
floor or any other, will not fail to 
note that it is intersected by thick 
walls running from front to rear; 
and everyone knows that the prin- 
cipal office or exchange is planned 
precisely as it would be for an 
ordinary store, being of uniform 
width throughout the entire length. 

It was at the Fifth Avenue that 
the western man was said to have 
had the experience I heard Senator 
Walcott, of Colorado, relate to the 
New England Society on one oc- 
casion. The man h J disappeared, 
his family, who had accompanied 
him to the city, became uneasy 
about him. At last he came to his 
room and to the anxious inquiry 
of his wife, “Where in the world 
have you been all day?” he re- 
sponded calmly, “I’ve just been in 
the cuspidor walking pro and con.” 
Senator Platt, Governor Odell and 
many other Senators and Gover- 
nors may be often found at this 
house to-day. It is perhaps the 
best specimen in the world (1905) 
of a hotel conducted on the Ameri- 
can plan. I am living there my- 
self this winter, L t this is no paid 
notice. In this house in 1860 the 
writer first saw and rode in a pas- 
senger elavator or “lift,” and in the 
place where it is situated there is 
to-day a notice that in the year 
1859 was installed, in the space, 
“the first passenger elevator ever 
used in any hotel, or any other 
building, in this country or the 
world.” 

Paran Stevens was a Vermont 
man. It has been related that 
while young he thought well of 
himself when he owned and attend- 
ed a well known stallion but, be- 
coming a hotel man, he soon made 
himself the best hotel man Ameri- 
ca had ever seen. Late in life he 
married a beautiful girl who had 
been a mill hand in a cotton fac- 
tory at Lowell, Mass. She long 
outlived her husband, became a 
leader in the ultra-fashionable set 


in New York society, and the 
names of her daughter and of her 
daughter’s daughter are often seen 
in society notes—the’ Hon. Mrs. 
Paget, etc., etc. 

New York was different from 
Boston. One could stop on Broad- 
way without creating surprise, and 
might stand in a doorway to look 
over memoranda without exciting 
attention or curiosity. The men 
whom I was to see about advertis- 
ing orders were mainly out of 
town or out of business, and those 
against whom I had bills to col- 
lect appeared to be mainly out of 
business, or dead or both. I lo- 
cated one man in Morrisania, a 
place situated many miles away 
and approached by horse cars 
through Third avenue, fare five 
cents each way. After three trips, 
two made by appointment, this 
good man paid over to me $2 on 
account. I never saw him more 
nor was the account ever balanced. 
Another man, a hairdresser, after 
some demur, paid me $10, the 
amount of the bill against him, and 
ordered his advertisement stopped. 
He seemed to be pretty earnest 
about it. I got no other money. 
My feet were sore, my shoes were 
somewhat depleted in the matter 
of thickness of sole, I had col- 
lected $12, and paid out sixty cents 
for car fare to and from Morris- 
ania. I had my hotel bill entered 
on the back of the due bill I had 
in my pocket. It was $12.50, being 
$2.50 a day for five days (they 
charge more in 1905), and by means 

of my passes on boat and railroad 
was back in Boston after an 
absence of six days and six nights. 
I did not feel enthusiastic as I 
made my report to my employers 
and the office bookkeeper, but no 
fault was found, no unpleasant 
comments made; in fact, the ten- 
dency seemed rather in the direc- 
tion of smiling acquiescence rather 
than any disposition to criticise. 
Some months afterwards I learned 
that the wonder on the part of 
the manager, who usually attended 
personally to New York business, 
was, not that I only collected $12, 
but that I succeeded in getting so 
much as one dollar or, for that 
matter, so much as a cent. 

“Mr, Batcheller said he wanted 

(Continued on page 6.) 
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TELL YOUR STORYS:-----: 


an advertising 


campaign it is es- 
sential to select such 


media that will bring 


you in direct contact with 
the buying classes without 


waste of time and energy. 


Tell your “ Story” where it will be 
H FARD heard by the purchasing classes in 
Montreal, Baltimore, Washington, Indian- 


apolis and Minneapolis, by using the follow- 
high-grade, home, evening newspapers: 





Tell your advertising Story where it will 

HE be heard in Montreal through the columns 

MONTREAL of The Montreal Star. Largest English 

circulation’ in Montreal, and carries more 

STAR advertising than all other English dailies 
combined. 














Tell your advertising Story 
Largest THE where it will be heard in Balti- 


REY f 

circulation | BALTIMORE | the ‘Balimare News, Reaches 

more. the people in their homes every 
NEWS evening. 














Tell your adver- 


This paper reaches SIG heres 
ninety per cent of THE tising Story where it 


h : ae will be heard in 
homes eff Washing: ——a Washington through 


_ Evening Star. 














_Read in 
Larger circulation in Indian- oe = 
apolis than all other local cent of the 
papers combined. The place to INDIANAPOLIS homes of 
tell your advertising Story. EW I = ian- 
apolis. 














Tell your advertising Story in Minneapolis THE 
where it will be heard by the purchasing 


classes through the columns of the Minne- MINNEAPOLIS 


op Rare The clean, home newspaper JOURN AL 











DAN A. CARROLL 
Special Representative 


Tribune Building W. Y. PERRY, Tribune Building 
New York, (Mgr. Chicago Office) Chicago 
















Baas 


—— 


Qo 












































ao ehe pie: 


6 PRINTERS’ INK. 


his advertisement stopped,” I re- 
minded Mr. Beals when credit for 
the payment had been posted on 
the ledger. He made no comment 
and I repeated the statement, 
whereupon he looked at me with 
an amused expression and said, “I 
guess Batcheller has ordered that 
advertisement stopped as often as 
four times a year for the last four 
years.” 


—_——.@————— 
CHICAGO PAPERS TWENTY- 
FIVE YEARS AGO. 


January 11 the Little School- 
master received the following in- 
quiry by wire: 

o. +f Ink Publishing Co., New York 
ity: 

What was the estimated circulation of 
Chicago papers twenty-five years ago? 
Please answer at our expense. 

TRIBUNE COMPANY. 

The telegraphic answer given 
contained information taken from 
Rowell’s American Newspaper Di- 
rectory for 1879 as follows: 

Chicagoer Neue Freie Presse, 

not exceeding 5,000 

Der Volksfreund, x4 és 3,000 

Evening Journal ” - 


" 10,00¢ 
Illinois Staats-Zeitung, exceeding 5,000 
Inter-Ocean, = 15,000 
News, 6 25,000 
Skandinaven, <3 1,000 
Telegraph, Mi 15,000 

imes, - 25,000 
Tribune, , ai 25,000 


i et 

MR. OSTRANDER CORRECTED. 
Editor of Printers’ INK: 

On page forty-six in the issue of 
Printers’ INK for September 28th ap- 
pears an interview with Mr. Ostrander 
which induced Mr. S. R.. Hall to cri- 
ticise an advertisement appearing in the 
Woman’s Herald as follows: 

“T can call good witnesses in 
support of my contention. Mr. 
Ostrander is quoted in a recent 
issue of PRINTERS’ INK as Say- 
ing that ‘small space pays well 
in the Delineator, but large ads 
do not.’” 

to which I replied in letter to Mr. Hall 
that Mr. Ostrander was not justified in 
including the Delineator in such a state- 
ment, in view of the fact he had never 
used a large advertisement in the De- 
lineatos, so how_could he know? 

I also wrote Mr. Ostrander drawing 
his attention to the error, asking him 
whether that interview was correct, and 
he replies under date of December 
thirteenth: 

“T have said that small space, 
in women’s publications of the 
class to which the Delineator, 
the Woman’s Home Companion 
and Harper’s Bazaar belong, 
have paid me when I have used 
small space and have not paid 
when I have used large space.” 
Under date of December fourteenth 1 





excepted to that reply in his including 
the Delineator in an opinion regarding 
other “women’s publications,” in which 
he may or may not have used space, be- 
cause that statement of experience re- 
garding the Delineator was not justified 
in view of the fact he had never use 
any large space in the Delineator; and 
I said, ‘How do you know; what right 
have you to say so? Any one would be 
justified in gathering from your state- 
ment that you had used large space in 
the magazines of the women’s class to 
which you refer, and among them the 
Delineator, and it had not paid.” 

On December fifteenth Mr. Ostrander 
replies: 

“You ask what right I have to 
make a statement which would 
justify any one in the belief that 
I have used large space in wo- 
men’s publications of the class 
to which the Delineator, the 
Woman’s Home Companion and 
Harper’s Bazaar belong. My 
answer is that I always have the 
right to speak the truth. I con- 
sider quarter-page, three-quarter 

age and full page spaces as 
large space.’ as compared with 
what advertisers generally call 
‘small space.’ have used 
such spaces in magazines of the 
class in question. The largest 
of these tests was a three- 
column advertisement, costing 
$987,50 in the Woman’s Home 
Companion in November,1903.”’ 

On December sixteenth I replicd as 
follows: 

“Your right to speak the 
truth is unquestioned; but you 
did not speak the truth when 
you said that large space in the 

elineator would not pay; and 
I intend to publish as much of 
the correspondence as will make 
certain the fact that you spoke 
without telling the truth about 
the Delineator.”’ 

This I do, because on the tenth I 
gave Mr. Ostrander an opportunity to 
~— his statement which he declined 
to do. 

When an advertiser claims that large 
space in certain publications does not 
pay; at the same time admits he has 
not used large space in that publica- 
tion, it is about time that some basis of 
truth be secured. The advertiser, the 
agent and the publisher want facts in 
support of any policy—not criticisms 
based on mere assertions of opinions. 

While I am an ardent advocate of 
the use of large space no one is more 
ready to acknowledge that large space 
is not a saving quality when used in 
magazines that do not have advertising 
value for the line in which that large 
space appears. 

Mr. Ostrander went out of his way 
to mention the Delineator in connection 
with the use of large space. In 1892 
he only used 7 lines in March, April 
and May; 5 lines in October, November 
and December, and in 1903, 14 lines in 
October, November and December. 
cannot say that advertising in large 
space in the Delineator would pay Mr. 
Ostrander. Yours truly, ° 
TuHos, BALMER. 
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THE DATE 








Circulation statements covering the 
year 1904, will be in time to have atten- 
tionin Rowell’s American Newspaper 
Directory for 1905—thirty-seventh year 
of publication—if they are received on, 
or before, 


FEBRUARY (5 


Orders and copy for display adver- 
tisements, and Publishers’ Announce- 
ments should come to hand within the 
same time limit to insure proper atten- 
tion, the submitting of proofs and the 
making of desired corrections. 





Address 
CHAS. J. ZINGG, Manager, 


PRINTERS INK PUBLISHING COMPANY, 
Publishers and Proprietors 


Rowell’s American Newspaper Directory, 
10 Spruce St., New York, 
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A LIVE COUNTRY WEEKLY. 

THE METHODS OF A LARGE CITY 
DAILY APPLIED TO THE WEEKLY 
“REGISTER,” RED BANK, N. J.— 
BUILDING SUBSCRIPTIONS, LOCAL 
ADVERTISING AND A WANT AD COL- 
UMN—GENERAL ADVERTISING A 
GOOD CLASS OF BUSINESS TO LEAVE 
ALONE, 


The weekly Register, of Red 
Bank, N. J., is a sixteen-page coun- 
trv newspaper, published forty miles 
from New York, in Monmouth 
County, the most fertile farming 
district of New Jersey. In a town 





‘ of about 5.500 people it has long 


had a circulation in excess of 2,500 
copies, and the average edition dur- 
ing 1904 was 3,035 copies. In 
appearance the Registcr is a clean- 
ly printed journal, containing very 
little general news, but filled with 
local news that in tenor and in- 
terest reveals pretty high standards 
of editing. The country corre- 
spondent is there, with his little 
budget of neighborhood items, but 
his news is presented briefly and 
grammatically. Instead of sopho- 
moric essays by “Ye editor” there 
are short, pointed paragraphs 
under the heading of “Town 
Talk,” dealing with real local is- 
sues. The advertising columns are 
well filled with fresh local store 
news, and there is a want column 
that seems to be part of the com- 
munity instead of a side issue. 
The Little Schoolmaster has 
known the Red Bank Register for 
many years, chiefly because its 
editor and publisher, John H. 
Cook. has steadily adhered to the 
practice of telling how many copies 
he printed, and because he has al- 
ways manifested an interest in 
everything that promotes advertis- 
ing, publishing and known circula- 
tion. Mr. Cook came up to New 
York a few weeks ago for the 
purpose of having the Register en- 
tered as a guaranteed paner in the 
American Newspaper Directory, 
drawing his check for $100 as se- 
curity for the black star that dis- 
tinguishes such a rating. A talk 
about his paper revealed so many 
interesting points in the manage- 
ment of a country weekly that later 
a visit was made to Red Bank to 
get the whole story of the Register. 
Red Bank had a population of 
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about 2,500 people in 1878 when 
Mr. Cook established his paper. 
He was then twenty-two years old, 
and left his father’s farm to be- 
come a publisher because news- 
paper work appealed to him. The 
town had one weekly paper, the 
Standard, which had been publish- 
ed since 1844, and is still in exist- 
ence. At various times rival papers 
had appeared, but never gbtained 
a firm foothold. One in particular, 
the Red Bank Leader, was started 
by the late Julian Ralph, who had 
been a compositor on the Standard. 
Mr. Cook began with a capital of 
$1,100, half of which was borrow- 
ed. It took four years to put the 
paper on a paying basis. Nearly 
$5,000 more was borrowed before 
the books showed a profit. In 
1881 the entire plant was burned, 
with a loss above insurance of 
$1,100. Mr. Cook thinks that 
starting a newspaper was more 
difficult in those days than would 
be the case to-day because fewer 
people read newspapers then. Dur- 
ing the first years a steady canvass 
was made for subscribers, but few 
readers paid their subscriptions. 
The names were kept on the books, 
however, on the principle that a 
new paper had to become known 
before it could become necessary, 
and become necessary before read- 
ers would pay for it. This proved 
to be sound logic. In 1882 the 
Register rose to the level of profit. 

Twenty-seven weekly papers are 
now published in Monmouth 
County, but the Red Bank Regis- 
ter is the only one sold at $1.50 a 
year. Twenty-four are dollar pa- 
pers. The Register’s subscription 
methods are based on those of a 
large city daily. In its natural 
territory are about 3,000 families. 
The present average edition of the 
paper shows how thoroughly this 
field is covered. Ninetv per cent 
of these families are regular read- 
ers. By a complete system of can- 
vassing and records Mr. Cook 
keeps track of every family in his 
territory. In some villages out of 
eighty-six families. seventy-nine 
are subscribers, and in each case it 
is known why the other seven are 
not on the lists. A small per- 
centage is illiterate, some borrow 
the paper, others are newcomers 
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who have not become interested in 
local affairs. To each new family 
the paper is sent a month on trial, 
and this service Mr. Cook proposes 
to supplement with the Brooklyn 
Eagle's introductory letter. <A 
small percentage of the circulation 
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scriber who will take the paper be- 
cause he wants it. Premiums are 
never used, however, it being far 
wiser to invest several times their 
cost in promotion. He has found 
it very important to confine sub- 
scription work to the Register’s 




















Mr. JOHN 


goes to New York City, among 
people who pass their summers at 
Red Bank and maintain an interest 
in the town. Canv assers keep close 
watch upon the paper’s clientele, 
and Mr. Cook says he finds it pro- 
fitable to spend $3 to secure a sub- 





H. Cook. 


natural territory. This he defines 
as the towns and country roads 
from which people come to Red 
Bank to trade. Where a farmer 
trades, there are his interests. He 
knows the merchants in his trad- 
ing center, and is interested in 
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their offerings. He meets neigh- 
bors there, and finds his social life. 
Once in the history of the Register 
an attempt was made to get sub- 
scribers in two villages nearer Red 
Bank than certain others that had 
proved good territory. The peo- 
ple in these two villages traded at 
another town, however. During 
four years above $500 was spent in 
canvassing them. Only $10 or $15 
a year in subscriptions was 
realized, though, and as soon as 
canvassing stopped the subscrip- 
tions were discontinued. The cen- 
ter of interest was elsewhere. On 
the other hand, he finds that almost 
no reasonable investment in sub- 
scription work is too great where 
a village centers naturally in Red 
Bank, and in such territory sub- 
scription canvassing should be 
done on lines that will assure the 
paper a future clientele. In one 
such village, never canvassed, a 
man was sent regularly each week 
for more than a year, at a cost of 
about $5 per week. The first year’s 
returns were about $15 in subscrip- 
tions, but the canvass was kept up, 
and in five years that village was 
producing $300 in subscriptions 
and advertising. 

The country newspaper was 
more a factor in general advertis- 
ing when the Register started than 
it is to-day, and for a good many 
years Mr. Cook spent money in an 
endeavor to attract general busi- 
ness. He has done considerable 
advertising in Printers’ INK and 
tried methods of approaching 
agencies and advertisers direct, but 
with no very marked results in the 
shape of contracts. It is now his 
opinion that general advertising 
lies outside the province of a coun- 
try weekly. General advertisers 
turn naturally to the large circu- 
lations of the cities, and city pa- 
pers, with magazines, cover the 
territory of the country papers. 
The Red Bank Register prints 
almost no general news, because 
every one of its readers takes a 
New York daily paper. As it pays 
to print only local news, so it is 
most profitable to center attention 
on local advertising. At one time 
a list of general advertisers and 
agencies was cifcularized weekly 
for more than a year with postal 


cards, booklets, folders, etc., giving 
facts about Red Bank. This 
brought not enough return to pay 
for the white paper sent out. At 
another time the Register entered 
a combination of four strong 
weeklies in Monmouth County— 
the Long Branch Record, Asbury 
Park Press and Freehold Tran- 
Script. It was thought that a list 
of four papers might be considered 
worth while by advertisers who 
would not take the trouble to ship 
plates to and keep books for a 
single country weekly. But this 
was also a fruitless project. Ad- 
vertising in PRINTERS’ INK he has 
regarded as a desirable form of 
general publicity in his own terri- 
tory. He has also advertised in 
the American Newspaper Direc- 
tory, and was one of the first to 
enter the Roll of Honor, not be- 
cause he thought that it would re- 
sult in general business, but be- 
cause he has long admired Mr. 
Rowell for his stand on circulation. 

Local advertising Mr. Cook re- 
gards as a field to be promoted ac- 
tively at all times, and the one 
that brings the greatest return to 
the country publisher. Advertising 
that is fresh and readable, keeping 
readers informed as to what is on 
sale in the town’s retail stores, is 
a valuable form of news to coun- 
try people. The Register never 
solicits local advertising direct— 
that is, no canvasser is ever sent 
about town to hound merchants 
into advertising. But folders and 
cards are mailed them, and every 
effort is made to interest local 
business men in live publicity. Sev- 
eral times in the past ten years Mr. 
Cook has subscribed for several 
hundred copies of PRINTERS’ INK, 
sending them to his advertisers. 
At another time he purchased sev- 
eral hundred copies of Charles 
Austin Bates’s book, “Short Talks 
on Advertising.” These have al- 
ways produced a good effect where 
merchants will take time to read, 
but not all local advertisers do so. 
This led him to cut down his list 
of subscriptions to PRINTERS’ INK, 
but whenever he finds a merchant 
who is a good reader of trade 
journals he sees that the Little 
Schoolmaster reaches him weekly. 
Some very good advertising was 








aaa einer pen te 











ate SS naBNANAT ae) ie sinter eset 








undertaken when the Register en- 
tered the combination of four 
Monmouth County papers. This 
brought none of the general busi- 
ness that was expected, but by a 
system of interchanging space 
each paper in the combination ran 
an advertisement for one of the 
others weekly. As a result the 
Register became known outside its 
territory, and was brought to the 
attention of readers and advertis- 
ers who would be interested. in it. 
The idea of changing copy has 
been preached so persistently to 
Register advertisers that four- 
fifths of its local advertising is 
new each week. Being fresh store 
news, it pays advertisers, and the 
increased cost of typesetting is 
more than justified by increased 
business. In one of the issues be- 
fore Christmas, out of a total of 
ninety-six columns in the paper 
more than seventy-two were local 
advertising. General advertising 
was less than a quarter column, 
with the exception of a large ad 
carried regularly for Hahne’s de- 
partment store, in Newark. The 
Register aids merchants in the pre- 
paration of copy. For several 
years Mr. Cook subscribed to the 
Washington Star solely for its 
retail ads. He is an extensive 
reader of newspapers and maga- 
zines, and when an advertisement 
containing a good idea is found 
he clips and files it. A set of pa- 
per boxes is kept in his office for 
each line of retail advertising. 
They are marked “Clothing,” “Bi- 


cycles,” “Wagons,” “Stoves,” “Ci- 
gars,” “Laundry,” “Drugs,” “Jew- 
elry,” etc. If copy is wanted for 


any of these lines the boxes give up 
suggestions and material in abund- 
ance. The Register is always a 
sixteen-page paper, its press fa- 
cilities being such that more pages 
could hardly be added to accommo- 
date a sudden increase of advertis- 
ing. Such fluctuations are taken 
care of in a way that seems to be 
original with Mr. Cook. He buys 
white paper in three sizes. When 
advertising is moderate in volume 
the paper is sixteen pages, five col- 
umns to the page. When it in- 
creases a six column paper is 
printed, and for a keavy pressure 
of advertising a size known as 
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“six-column extra length” is used. 
the columns being about two 
inches longer than the regular six- 
column paper. Thus no advertis- 
ing is left out, and the paper’s 
news is not crowded. 

An important feature of the 
Register is its want ad column. 
This has a large patronage among 
farmers, who are good advertisers 
of sales, stock, etc., and for help. 
The Register want ads bring re- 
sults, and have been actively push- 
ed by means that will call atten- 
tion to them. Every week a little 
news story from the want ad col- 
umn is printed, such as the ac- 
count of some farmer who has 
been successful in selling surplus 
crops, or land, or finding lost ar- 
ticles. Last year the paper offered 
small cash prizes to school children 
for these little stories of want ad 
success, and many interesting ar- 
ticles were turned in, revealing 
better matter than the reporters 
could pick un. Mr. Cook intends 
to have a jingle competition this 
year on the lines followed by the 
Elizabeth, N. J., Daily Journal, set 
forth in Printers’ INK of Jan- 
uary 11. One interesting feature 
of the Register’s want ads is the 
bold-face display heading printed 
over each announcement. This 
makes them very conspicuous: 

BREAD AND CAKE SALE. 

A sale of homemade bread aod cake will take, 

place ft the lecture room of the First Methodist! 


cburch, Red Bank, bext Saturday afternoon from 
two to five o’cluck. 








TURKEY SUPPER. 

The Red Bank auxiliary of the Monmonth Me- 
mworial bospital will bold a tarkey supper in the town 
bal! on Thursday, January 28h, from 5 to 8 o'clock. 
Price of supper, 35 cents. 


FARM TO LEASE. 

Farm of about 200 — jyiog between Ocean 
port and Long Branch. lease for one or more 
years, Apply to Mra, sare, J. Hence on premises or 
address at Long Branch City, N. J. 


SALESMAN WANTED. 

Salesman wanted to sell cur paints, colors aod 
ae bee ee Ex nec- 

v by letter to George H. tp yc aca 

foc. Oko. a Walniday street. Jersey City. N.J 
‘Fditorially, the Red Bank Regis- 
ter is independent Republican, 
maintaining party lines only so 
far as its editor believes in them. 
It has never hesitated to oppose a 
man or a measure, and is essen- 
tially a newspaper with a backbone. 
Mr. Cook has been indicted nearly 
a dozen times, and more than a 
dozen civil suits have been brought 
against his paper. Only one of the 
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indictments was ever tried, how- 
ever, and in that instance the 
judge directed the jury to bring in 
a verdict of acquittal. None of the 
libel suits have ever been pressed. 
Mr. Cook believes that a newspa- 
per editor must be ready to come 
out into the open and fight for 
principle, spending his money in 
the cause he believes to be right. 
Such an editor the people will sup- 
port. Mere academic theories and 
sounding editorials do not appeal 
to them. When Red Bank was of- 
fered a Carnegie library on the 
Laird of Skibo’s usual conditions, 
that the building be used only for 
library purposes, the Register op- 
posed the offer, maintaining that a 
town library building should be 
utilized for meetings and other 
purposes, and that Red Bank could 
build its own library as easily as 
pay the annual ten per cent main- 
tenance required by Mr. Carnegie. 
A loud opposition was brought to 
bear on the paper, and it looked 
for a time as though a Carnegie 
library was the thing nearest tne 
whole town’s heart. But when the 
matter was put to a vote, this op- 
position polled only fifty-six bal- 
lots. Those against the library 
were several hundred. They were 
the silent majority, and held the 
real conviction of the town. Mr. 
Cook edits his paper on principles 
that he learned when he _ read 
Herbert Spencer at fifteen. “First 
Principles,” he says, gave him a 
very definite belief that certain 
things were right, and a knowledge 
why they were right, and showed 
him that certain other things were 
wrong, and why. He maintains 
that every newspaper editor should 
read Spencer. He has also been 
a reader of PRINTERS’ INK since 
the Little Schoolmaster’s first is- 
sue, and has a nearly complete 
bound file. Spencer taught him 
that a newspaper must not be an 
organ—that it can support prin- 
ciples, but not parties. In Mon- 
mouth County to-day there are 
only two or three old-fashioned 
party organs, and they are the 
least successful of the papers down 
that way. Printers’ INK taught 
him broad business principles, the 
value of planning for the future. 


Jas. H. Coitins, 





ANOTHER 
RECORD. 








During the year 1904 
THE CHICAGO RECORD- 
HERALD maintained its 
lead, printing more Pub- 
lishers’ Advertising than 
any other newspaper in 
the entire West. 


ceeded its nearest com- 


It ex- 


petitor, another Chicago 
newspaper, by 44,938 lines. 











DES MOINES 
CAPITAL 


Five thousand new subscribers 
were received on the last Bargain 
Day, December 28th, 1904, making 
anet gain of several thousand, 
$34,000 in money was received on 
both new and old accounts. 


Circulation for year 36,8 33 


1904, 
Present circulation 4o O00 
’ 


almost 


EAsTern OFFICES: 
Chicago, 87 Washington Street. 
New York, 166 World Bldg. 
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A LIFE INSURANCE AGENT'S 
ADVERTISING, 


The advertising expenditure of 
a local life insurance agent is 
seldom large, even in cities of con- 
siderable size. Agents depend 
principally on personal solicitation 
for new business, and have never 
taken advantage of advertising to 
help discover and work on pros- 
pects. A life insurance agent in a 
town of 5,000 people advertising 
to the extent of several thousand 
dollars a year is therefore some- 
thing of a novelty, 

H. G. Hoffman is agent at 
Mount Sterling, Ky., for the State 
Mutual Life Assurance Co., of 
Worcester, Mass. His territory 
really comprises the whole eastern 
half of Kentucky, for which he is 
general agent, but his operations 
all center on his home town. 
Mount Sterling has no daily pa- 
per, and Mr. Hoffman’s advertis- 
ing takes the form of letters, fold- 
ers, outdoor bulletins, etc. He has 
a mailing list of 4,000 names, and 
this is kept up by securing from 
each person for whom he writes a 
new policy the names of three 
friends, with a card of introduc- 
tion to them. This he calls his 

“endless chain.” It furnishes a 
constant supply of new material to 
work on. These “prospects” are 
seen in person and then put into 
the follow-up system. Folders 
and mailing cards are sent them at 
frequent intervals. Mr. Hoffman’s 
literature is all of an inexpensive 
nature so far as printing is con- 
cerned, but forceful in argument: 
Following are two specimens of 
his copy: 

IT’S HIS WAY—You are sure to die. 
It is not a very pleasant thought, but 
true. You know as well as anybody 
that you need insurance—that you have 
intended taking it, but just haven’t 
taken the time. Now, just stop and 
think! You will be gone a long while 
when you do go, and your family will 
need three meals a day, just the same 
as now. Perhaps you haven’t the time 
to grant an agent an interview; but it 
won’t take you hardly any time to read 
over a sample policy that I will make 
out for you at your age and mail you, 
if you will only fill and return the back 
of this card—to-day! Suppose you were 
the wife and she the husband, and you 
knew that in case of his death you would 
be left nothing. Wouldn’t you_ insist 
upon his carrying life insurance? Dif- 


ferent when you think of it that way, 
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isn’t it? Now is the time to act—to- 
morrow may be too late. To-day, and 
now, is the time. Yesterday was, to-day 
is, to-morrow who knows? 


Just one minute in calling “Central” 
and asking for 128, and asking for a 
sample policy at your age may mean 
$1,000 or more to your estate than you 
would probably leave under ordinary cir- 
cumstances in event of your death. To 
be more explicit—I want to talk life 
insurance, so don’t pull away. I’m 
not going to worry you, but would just 
like to show what we have to de.iver. 
It won’t cost you a cent, and may be 
the means of some day helping you out 
of a tight hole. 

“I have found a good plan fora 
campaign is a birth list,” says Mr. 
Hoffman. A number of men that 
I insure for, say, $2,000, can easily 
carry $4,000. It’s hard to convince 
them when they take out their 
policies, however. But suppose I 
write Jones to-day for $2,000. His 
birthday is in August. I get and 
deliver his policy and then six 
months ahead, or in February, file 
a card giving his name, residence 
and date of birth. I see him in 
February and it’s pretty easy to 
show him that he hasn't missed his 
first premium very much, By 
doubling his policy and putting his 
premium six months apart it’s the 
same in the “long-run.” He finds 
it as easy to pay $60 every six 
months as to plank down $120 all 
at one time. Another very force- 
ful argument is that in February 
his age changes, or rather after 
that month. By taking new in- 
surance then he keeps his present 
age. By allowing it to go on he 
goes in one year older at a cost on 
each $1,000 of from 60c. to 75c, and 
gets no additional benefits. 

“IT consider my _ policy-holders 
my very best advertising medium. 
I treat them with the same con- 
sideration as ‘prospects.’ It is a 
fault with most life agents that 
they are done with their ma: as 
soon as they close with him and 
pocket his first payment. But a 
policy-holder with whom you keep 
in touch is your best advertise- 
ment, constantly pulling for you.’ 

“Talk with Hoffman” 1s a phrase 
widely known through this agent’s 
territory, as he has thrown it into 
prominence by advertising. It ap- 
pears on fences, roofs, dead-walls, 
sheds, barns and many other places 
along the country roads. Blotters, 
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envelope fillers, stickers and other 
small literature enable him to get 
publicity, the phrase giving cohe- 
siveness to the whole. A unique 
convenience of Mr. Hoffman’s in- 
vention is a monthly note for the 
ag of insurance premiums. 

his bears twelve coupons which 
are signed by the insured. The 
note is then deposited at a local 
bank and a coupon taken up once 
a month. Fifteen hundred of the 
Printers’ Ink Press large postals 
were recently sent out at a cost of 
$18.75, resulting in the writing of 
$12,000 in new business, on which 
the profit to the agent was $258.75. 
A monthly paper called Hoffman’s 
Talk has recently been started and 
is mailed to 5,000 names. 

Mr. Hoffman has managed the 
Mount Sterling office two and a 
half years. At first a local agent, 
he made such a success that the 
State Mutual appointed him gen- 
eral agent for eastern Kentucky. 
This company has only one other 
general agent in the State, whose 
headquarters are at Louisville. Mr. 
Hoffman says that he has written 

000 more business this year 
than the Louisville office, all of 
which he traces to advertising. 
He has been a reader of PrInt- 
ERS’ INK for many years, and de- 
pends on the Little Schoolmaster 
for help and suggestions. 

JAMEs M. Ross. 


a te 
BLOTTER ADVERTISING. 
310 Cherry Street. 
PHILADELPHIA, Jan, 13, 1905. 
Editor of Printers’ INK: 

Knowing that you are interested in 
everything pertaining to advertising and 
its results, thought you might like to 
repeat the following incident to your 
readers. 

A couple of weeks ago we received a 
postal request to have a representative 
call. The result of the visit was a 
fair size order. As we are doing con- 
siderable advertising of various kinds 
all the time, we wish to learn so far as 
possible the source of inquiries, so asked 
the customer how they came to write to 
us. Imagine our surprise when we were 
shown a blotter about five years old, and 
which we were told has been in the 
desk all that time, the desk having just 
been taken out of storage where it had 
been for over two years. 

Does blotter advertising pay? We sa 
“yes,”” when it goes hand in hand wit 
delivering the goods, as we do. 

Yours very truly, 
THOMSON PRINTING COMPANY, 
H. D. Snyder. 


WANTS TO BE GOOD—BUT 
NOT TOO GOOD. 


Lexincton, Ky., Jan. 13, 1905. 
Editor of Printers’ INK: 

Every now and then we read an- 
nouncements in the newspapers or adver- 
tising journals that some newspaper has 
decided to reject in the future all “im- 

roper advertising,” at a great financial 
oss, and that this righteous decision 
has been indorsed by the clergy and 
other moral forces in the community; 
but we do not recall ever having seen 
a definition of just what is meant b: 
the general term “improper advertising.” 
Some years ago we remember that a 
Cincinnati paper announced with a 
flourish of trumpets that it had expur- 
gated its advertising columns, and that 
in the future it would accept nothing 
but what was pure and proper, which 
move was duly exploited and appro- 
priately commended by the good people 
of Cincinnati. Quite recently a_simi- 
lar announcement was made by a Boston 
newspaper, and from time to time other 
newspapers declare their purpose to 
lead “purer and better lives.” We 
have never been able to notice any ap- 
preciable difference in the advertising 
columns of the aforesaid Cincinnati 
newspaper, which seems to carry just 
as many harrowing and suggestive ad- 
vertisements of all kinds of ‘medical 
specialists” and — practitioners” 
as any paper that has not gone through 
the expurgating process, and we are 
tempted to believe that these announce- 
ments are sometimes made for the pur- 
pose of securing a larger line of the 
class of business that is dangerously 
near the border line and that many 
people regard as objectionable. In the 
interest of higher journalistic ethics will 
Printers’ Ink kindly advise its news- 
paper friends what class of advertising 
is tabooed by newspapers that sincerely 
expurgate their advertising columns. The 
Leader does not wish to publish any 
advertising which may be regarded as 
unclean, improper or unduly suggestive, 
but it does not want to be a “prude” 
among newspapers, and would like to 
know where the line is usually drawn 
by discriminating publishers. e have 
no doubt that scores of other newspapers 
will be interested in a discussion of this 
question, and we hope to have Print- 
ers’ INK enlighten them and us on this 
subject. Yours truly, 

LEXINGTON LEADER,” 
Sam J. Roberts, Proprietor. 


Tf you would run a clean paper, 
and have some doubts whether a 
certain ad ought or ought not to 


be excluded—you must exclude it. 
+o 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 152,062 
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A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 











Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (>). 


| , These are generally regarded the publishers who believe that an advertiser has a right 
| to know what he pays his hard cash for. 


¢@ Announcements under this classification, if entitled as above, cost 20 cents per 

i ling under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 

ad¥ance. Weekly, monthly or quarterly corrections to date showing increase of circulation 

| can be made, provided the poe sends a statement in detail, properly signed and 

dated, covering the additional} period, in accordance with the rules of the American News- 
paper Directory. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1903, 
5,160, ist 9 mus, ’94,6,299. E. Katz, 8. A., N.Y. 
Mountain View, Signs of the Times. Actual 
weekly average for 1903, 82.842, 
Redlands, Facts, daily. Daily average for 


e 
1903 1,456. No weekly. 
San Franelseo, Call, d’y and 8’y. J. D. Spreck- 


els. Actual daily average for year ending Oct., 
1904, 62,206; Sunday, 87.198. 


Goes well to study the three sets of small advertise- San Jose, Pacific Tree and Vine, mo. W.G. 
ments appearing in every issue of Pamrgas’ Ive Rohannan. Actual average, 1903, 6,185. Last 
under the three distinctive headings: three mouths, 1904, 10,000, 

COLORADO. 





Denver, Clay's Review ; weekly ; Perry A.Clay. 

{A Roll of Honor } Actual average for 194, 10,926 (%). 7 

Denver, l’ost, daily. Post Printing and Pub- 

lishing Co. Average for 1903, 88.798. Average 
| Sor December, 1904,45,078. Gain, 8,716. 








THE WANT-AD MEDIUMS 


& Large Voleme of Want Busizeds is « Popular Vote for the 
Newepaper in Which it Appears. 


t@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 

A teed by the publishers of the 
ey American Newspaper Direct- 

(OO) GOLD MARK PAPERS@O) iaaey = Ory, who will pay one hun- 

dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 














Examination reveals the fact that every paper 








‘announced under either of the above captions is 

one of peculiar value: that to gain admission in CONNECTICUT. 

the Roll of Honor or the Gold Mark List it is Hartford, Times, daily. Arerage for 1904, 
necessary that the paper shall be possessed of a 17,647. Perry Lukens, Jr.. N. Y. Rep. 
ee re ee aeons oe Oe Meriden. Morning Record and Republican. 


| 
Money cannot buy. | . , . 
In some instances a paper may be entitled to a | daily average for 1908, T, 582, 
position in two of the lists. Such a paper must, of | New Haven, Evening Register, daily, Actual 
@ecessity, be of peculiar value. What, then, shall av, for 194, 18,6185 Sunday, 11,107. 
be said of a paper that is entitled to mention ander | New Haven, Goldsmith and Silversmith, 





a all of the three headings ? monthly. Actual average Jor 1903, 7,817. 
| New Haven. Palladium, daily. Arerage for 
| ALABAMA. 1903, 7.62%. E. Katz, Special Agent.N. Y. 





Birmingham. Ledger. dy. Average for 1903, | oe 
4 7 52. . 8.A.N.¥.| New Waven. Union. Av. 1903, 15,827. first 9 
ere eee Oy Sn ee, FA | mos. 1904, 16,008, E. Katz, Special Agent, N. Y 
ARIZONA. | New London. Day, ev’g. Arer. 1904. 5,855. 
Phoentx, Republican. Daily arerage for 1903. | Average gain over 03,242. E. Katz, Spec. Ad. 
6,088. Ch.us. T. Logan Special Agency, N. Y. | Agt., N. 
Norwalk, Evening Hour. Daily arerage year 
ARKANS AS. ending June 1, 1904, 8.188 (3). 

Little Rock, Arkansas Methodist. Anderson | Norwich. Bulletin, morning. Average for 1903, 

Millar, puvs. Actual average 1903,10,000. =| 4,988; for 1904, 5,850. 





Little Rock, Baptist Advance. wy. Av. 1903,| Seymour, Record, weekly. W. C. Sharpe, Pub. 
4,550. Nine mouths ending Oct. 27, 1904, 5,111. | Actual average 1903, 1,169, 
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DELAWARE. 


Wilmington, Every Evening. Average guar. 
anteed circulation for 1903, 1 1903, 10,784. 


Wilmington, Morning News. Only morning 
paper in State. Aver. cir. 10,006 for 3 months. 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. ag Star News- 
paper Co, Average for 193, 8 88 (OO). 


Ph ne Tribune, weekly. peat Sor 1904, 

Le 

remit Thompson, Rep., N. Y. & Chicago’ 
FLORIDA. 


Jacksonville, Metro: no, ay Av. ~ 8,898, 
fst 6 mos, ’04, 8,881. Katz, Sp. Ag., N. Y. 


GEORGIA. 
Atlanta, Journal,dy. Av. 1904, 48,688, Dec., 
190k, 48,744. Semi-weekly 45,867. 
Atlanta, News. Actual daily average. 1904, 
24.230. S. C. Beckwith, Sp Ag., N. Y. & Chi. 


Auguata, Chronicle. Only mornin * ne 
1904 average, daily &,661; Sunday 7,4 


IDAHO. 
Bolne, Seen *y and wy. Capitul News 
Ptg. Co., Aver, 1903, daily 2.761, weekly 
A75. ‘rst 6 mos, 1904, dy. 8,016, wy. 8.868. 
ILLINOIS. 


Cairo, “ulletin. Daily and Sunday average 
1904 to Nov. 30,1,916; month of Nov. 30, 2,110. 

Cairo, Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. 

Champaign, News. First four months 1904, 
no duy’s issue of less than 2,600. 





Ohieago, Bakers’ Helper, monthly ($2.00), H. 
R. vlissold. Average for 1904,4,100 (OO) 
Chieago, Alkaloidal Clinic, monthiy. Dr W. 


C. Abbott, pub.; 8. DeWitt Clough. adv. mgr 
Guaranteed circulation 30,000 copies, reaching 
over oue-fourth of the American medical pro- 
fession. 


Chicago. Breeders’ Gazette, stock farm,week- 
ly, Sanders Pub. Co. Actual average for (90s 
67,880, 39 weeks ending Sept., 28, 1904, 68,157. 


Chicago, Farmers’ Voice, Actual weekly aver- 
age year ending September, 1904, 22,802 (2). 


Ohteago, Grain Dealers Journal, s.mo. Grain 
DealersCompany. Av. for 194, 4,926 (OO). 

Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 

Chicago, Journal Amer. Med. Assoc. Wy. av. 
1903, 28,615, July, Aug., Sept., 1904, 82,381. 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending Januury 4, 13,548. 





Chieage, National harness Review, mo. 
for 1902, 5,291. First 8 mos, 193, 6,250. 

Ohieago, Record-Herald. Arerage for 1903, 
daily 154,218, Sunday 191,817. 


AV. 


Chicage, Retailers’ Journal, monthly. De 
voted to the grocery interest. Guaranteed cir- 
culation 11,000. 36 La Salle St., Chicago. 


Clayton, Enterprise, partty. No issue since 
1895 less than 1,008 copies. 

Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily ist 5 mos, ’04, 8,296. 

La Salle, Ray-Promien, Polish, 
Average 1903, 1,805. 


Peoria, Star, eveni ana Sunday morning. 


Actual sworn average for 1903, 22,197, 


INDIANA. 


weekly. 


Evansville, Courier, daily and 8. Courier Co., 
pub. Swornar. 03, 18; ’v4, 12,684. ‘Smith 
@ Thompson, Sp. Rep. WN.Y. «& Chicago. 


Evanaville. Journal-News. Ar. 1903, d’y 18.+ 
852, ist. 6 mos. ’04, 14.160. | 160. E. Katz, 8. A., N. 
Gonhen, ey Club, mo manene Average for 
1903, 26.878. ium, as 
wives keep every  # =~ ~y daily reference. 
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Indianapolis, News, oa Joer. net sales in 1908, 
69,885, August, 1904, 84 
Indianapolis, Star. Av Sr av et aaes for 

returns aud unsold copies ded deductea), b.614. = 


Marion, Leader, daily. W.B. Westlake, pub. 
Actual, average for year 1904, 1904, 5. 685. 


Munele,Star. Average net sales for Nov. (all 
returns and unsold copies deducted) 27,497. 


Notre Dame. The Ave Maria, Catholic seis 
magazine. Actual average for 1903, 24,082. 


Riehmond, Sun-Telegram. Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8,944. ' 


South Bend, Tribune. Sworn daily average 
1904, 6,589. Sworn average for Dec., 6,887. 


Terre Haute, Star. Av. net sales for Nov. (all 
returusand unsold copies deducted), 20,405 (sf). 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
Average for 1903, dy., 1,951; wy., 8,872. 


IOWA. 


Davenport, Times, Daily aver. 1904, 6,606. 
Daily aver. Dec., 1904, 9,705. Cir. guar. ter 
than all other Dav eupart dailies combin 


Decorah, Decorah-Posten (Norwegian). ieee 
av. cir'n, 193, 89,681. March, 1904,40,856. 


Des Moines. spe daily. Lafayette Young 
publisher. Actual average for 193, 81,898. 
Average for jirst ie onthe | 1904, 85,808. 

City circulation the largest of any Des Moines 
newspaper absolutely guaranteed. Only evening 
newspaper carrying advertising of the depart- 
ment stores. Carries lurgest amount of local 
advertising. 

Des Moines, News. daily. Actual average for 
1903, 45,876. B.D. Butler, N. Y. and Chicago. 

Des Moines, Wallace’s Farmer, wy. Est. 1879. 
Actual average for 1903, 88,769. 

Mureatine. Journal, Daily av. 1904, yee 
emi-weekly 8,089, daily, December, 5,907. 

Ottumwa, Conster. Daily average for Dec- 
ember, 1904, &,192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 

Sioux Clty, Journal. Dy. av. for 1903 (sworn) 
19,492, daily av. Sor first nine months of 1904, 

1,272. Records always open. More readers in 
its "jeld than of all other daily papers combined, 


KANSAS. 
Wutchineon, News. Daily 1903, 2 768, weekly 
2,112. EZ. Katz, Agent, New New York. 


a, Western 9 as educational 
Averuge for 1903, 8,125. 


KENTUCKY. 
HMarrodaburg, Democrat. Best weekly in best 
section Ky. Av. 193, 8,582; growing fast. 


Lexington, Leader. Av.’03, £,828., S; iy 4. 4, = 
ist q’t’r 04, dy. 8.928, Sy. 5,448. E. 


Louflaville, Evening Post, dy. evening moe 
Co., pubs. Actual arevage for 1903, 26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. Juue 30,04, net paid cir. 2,927. 


rough The Sun. Average for December, 


1904, 2. 
LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03,4,780. 


my 


MAINE. | 
Augusta, Comfort, =e. W. H. Gannett, pub. 
average for 1903, 1,269, 99. 05. 


Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. A 

Dover, Piscataquis Observer. 
average 1903, 1,904, 

Lewiston, Evening Journal, oily senor 
1903, 6,814(©0), weekly 15,4 15.482 O86 

Phillipa, Maine Woods and Woodaman weekly 

J. W. Brackett Co. Average for 1903, 8,041. 


Portiand. Evening Express. Average for 1908, 
daily 11,740, Sunday Telegram 8,090. 


Actual weekly 




















——————— 








Swan J. Turnblad, pub. 





MARYLAND. 


Baltimore, News. daily. Evenin 
lishing Co. Average 1904, 08,784. 
1904, 58,408. 


MASSACHUSETTS. 


Pa my Evening Transcript(@@)(412). Bestents 
‘ea table ‘paper. Largest amou wearer week-day ad 


Ye Globe. Average iverage for 1904, daily, ee 
705, Sunday, 294.868. “Largest Circulation 
Daily of any wo cent paper in the United States. 
— anave @ circulation than any other Sunday 
pa n New England.” Advertisements go in 
Rar atag: and afternoon editi editions for one price. 


Boston, Post Average for 1903, daily. 178,« 
8083 for 1904,211.221. Boston Sunday Post, 
gama 1903, 160,421: for 1904, rhad 664. 
la daily circulation for 1904 in all’ New 
England, whether morning or evening, 

ng and evening editions combined, 
jp Sunday circulation in New "England. 
a] ition 20 cents per agate line, flat, he Oe 
y rate, 18 cents perline. The bes 
Sdvertising propositions in New England. 


Boston. Traveler. Kst. 1824. Actual! daily av. 
1902, 78,852. In 1903, 76.666. For the first six 
months of 1904, duily average, 83.810. 

Reps. : Smith & TI hompson. N.Y. and Chicago. 


m. -y Northfield, Record of Christian Wort, 
$1. Aver. for year end’g Dec. 31, 1903, 20.250. 
ms e 1h, 20,66 0, Over 90 per ‘cent paid 
scriptions. Puge rate, $22.40 flat, prorata. 


Gloueester, Cape Ann News. Actual daily 
arerage year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6.241; june; 1904, 6.525. 


North Adams, Transcript, even. reve: net av. 
1905, 5,267 Daily av. Ww. printed Oct., 1904, 6,105. 


Springfield. Good fg my ing, mo. a. 
age 194.1T71.01%. No issue in 1905 less tha 
200,000 copies. All advertisements guaranteed. 


Worcester. Evening Post, ony. Worcester 
Post Co. Ar‘ erage for 1908. 11 1908.11.71 


Woreester, L’Opinion Psy 3 daily (OO). 
Average Jan., 5,180. paper in 
United States on Roll cf Honor. 


MICHIGAN. 
Adrian. Telegram, dy. D. W.Grandon. Av. for 
1903,8,912. Aver, ist. 4 mos, of 1904, 4,100. 
Flint, Michigan Daily Journal. Aver. year end- 
Dec, 31, '04, 6,512 (3). Av. Av. for Dec .7, 282 (sf). 


Grand Rapida, Evening ing Press, dy. Average 
1903, 37,499. 44,290 aver. 90 aver. daily to Sept. 1, 1904. 

Grand Rapife. Furniture Record (OO). Only 
national paper in its field. 


Jackson, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Dec., 1904, 6,977. 
Kalamazoo, Gazette, daily, 1904, 10,811 
Dec.11,087. Largest circula' circulation age 
Kalamazoo. Evening Tel by First io 
mos. 1904, dy. 9,881, 1, June, 9 is tg '8.-w. 9,28 
Saginaw. Courier Herald, daily, ieee 
Average 1903, 8,288; November, 1904, 11,508. 


Saginaw. Evening News, daily. Average for 
9904, 14.81 16. Dec., 1904,daily 14,778. 


MINNESOTA. 


Minneapolia, farmers’ Tribune. twice.a-week. 
W.J. Murphy, pub. Aver. for 1903, 68,686. 

Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78,354. First six 
months 1904, 79,500 cack. 

Minneapolts. Journal, dai 
ing Co. ster. for 1903, 5%,4 ida; 9 1904, 1, 64 88 ; 
Decem 1904, 66. 452. 


ute 
Journal’s cireulation Cees . 


News Pub- 
‘or December, 





than any paper in its field. It 
brings results results. 


lia, Svenska Amerikanska Posten. 
Minneapolia. Fw ts 
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Migpenaeiis Tribune. W. J. Murphy, pub. 
Est. 1 Oldest wx re daily. 1904, 
} Ly avenge 87,92 last quarter of 
1904 was 92,222; _~a 71,221. Daily 
average Jor. December, 92,510. 
Only Minneapolis daily a 
i cabeep ek sao Lew eo 
rectory regularily pub- 
lishes its circulation over a con- 
AN siderable iod down to date in 
ROLL OF Honok, and a detailed 
statement in its own columns. 
The Tribune is the pocemmaen 
Want Ad Medium of Minneapolis. 


St. Paul, Der Wanderer, with ag'l sup.. Der 
Farmer im Westen, wy. Av. wy. Av. for 1903, 10,500. 

St. Paul, Dispatch, dy. _ Aver. 1903, 58,044. 
Present average 57, G24; Sr PAUL'S LRAD- 
ING NEWSPAPER. Wy aver. 1903, 78,026. 

&t. Paul, Globe, daily. Globe Co., publishers. 
Actual average for 1903, $1,541. 

St. Paul, News, daily. Actual average for 
1903.85,816. B.D. Butler,N. Y. and Chicago. 

St. Paul. Pioneer-Press. Daily average for 
1903 84,298, Sunday 80.988. 


8t. Paul. The Farmer. s.-mo. , 35e. 
line, ‘with wee Circulation for year ending 
June, 1904, 81,500. . Present average. 85,00 


St. Paul, ‘Teteetee Actual arerage 4 
dy. 12,685, wy. 28.687. Sonntagsblatt 25.6403 


Winona, Republican and i Herald, daily. Aver- 
age year ending June, 1904, 4,126. 


MISSOURI. 


Joplin, Globe, daily. Average 1903, 10.510, 
Oct., 1904,12,507. E. Katz, Special Agent, N. Y. 
Kanane City, Journal, d'y ard w’y. Arerage 
Sor 1908, daily 60,268, weekly 188,725. 
Kansas City, World, daily. Actual average 
Sor 1903, 61,282. B. D. Butler, N, Y. & Chicago. 
Springfield, Sunny South, monthly. Actual 
average for 1903, 2,888. 
St. Joseph, Newsand Press. Act. daily aver 
Sor 1904, 85,057. Smith & Thompson, Eust. Rep 
St. Louisa, Medical Brief.mo. J.J. Lawrence, 
A4.M..M.D.,ed.and pub. Av. for 1903, 37,950. 


St. Loui«, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 





8,080 (© ©). astern office, 59 Maiden Lane. 
St. Loula, Star. Actual daily average for 
1903. 64,378. 


St. Louis, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.5838; . none 
1903, 106,625; average. for’ 1904, 104,750 


&t. Louisa. The Woman's M ne. neue 
Women and home. Lewis Pub.Co. m aver- 
age for 1903, 1,845, Sit. Actual Pyren aver- 
age for past 12 months 1 611,988. 
guaranteed to exceed 1.500.000 coptae full 
count. Largest circulation of any publication 


in the world. 
MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, Inter-Mountain, evening. Sworn net cir- 
ution for 1903, 10,617. Sworn net circu- 
lation from Jan. 4 to June 30, 194, over 14,000. 


NEBRASKA. 


Lincoln Daily Star. Actual arerage for 1903, 
11,1 Sepi tember. 1904, 15.3 190k, 1.79%. et 
pen » Deuteskameribs Amerikan Farmer, weekly. 
Average year ending June, ‘904, 149,803. 
Lineoln, Freie Press, weekly. Actual average 
for year ending June, 1904, 152,90: 


Omaha, Den Danske Pioneer, wy. SophusF. 
Neble Pub. Co. Average for 1903, 29,084. 


Omaha, News, daily. Actual average for 1903, 
41,824. B.D. Butler, New York and Chicago. 


NEW HAMPSHIRE. 








Nashua, Telegraph, dy.andwy. Daily aver. 
10 mos, "04, @, 80; October, "0s, 8.169. 
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NEW JERSEY. 


Oumden, Daily Courier. Est. 1876. Net aver 
circulution for 8 mos. end. Aug., 31, 1904, 8,229. 


Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, %2, 019. 


Hoboken, Observer, daily. venened average 
1902, 18,097 ; Sept., 1903, 22,75 


Jeraey City. Evening Journal. 
1904, 21, 106. Last 3 mos. 14, 21, 


Newurk.Evening News. Evening News Pub. 
Co. Av. for 1903 daily 53.896, Suv day, 16,291, 

Newmarket, Advertises’ Guide, mo ae y 
Day, publisher. Average for 1903, 5,125 


Washington, Star. wy. Sworn ar. 70°, 3. THe. 
Sworn aver. for year ending Sept. 7, 04,8904. 


NEW YORK. 


Aibany,Journal, ovening oo Co. 
average for september, 21,6 


Albany, Times-Union. every aids Establ 
1856. Average for first three months 194, 29,626. 

Batavia, News, evening. Average 1903, 
6.487. Six months 1904, 6,810, 

Bingt ton, Evening Herald, daily. Herald 
Co. Average fur first three months 194, 18,210, 

(briana Courier, morn; Enquirer, even. W. 
J. Conn rer. for 1903, morning 60,882. 
evening SE,082, pAttols average 63,586, 


Buffalo. Evening News. Daily arerag 1905, 
79,408. First 3 months 1904, 85.949. 
Catekill, Recorder, weekly. ~ mig A Hall, edi- 
tor. 194s av., 8,686. Av. Decenber, 8,731. 


Cortland, Democrat, Fridays. Fst. 1840, Aver 
1903,2,248 Only Dem. paper in county. 


Lyons, Republican, established 1821. Chas. H. 
Betis, editor and prop. Circul«ution 1903, 2,821. 

Mount Vernon, Daily Argus. Average 1903, 
2.98%. Westchester County’s leading paper. 

Newburgh, News. daily. Av. for 1903, 4.487. 
4,000 more thuu all other Newb gh paperseombined 


ene Sor 
816 





Daily 








New York City. 
American Machinist, wy., machine construc. 
(Also European edition.) “Average 1903, 29,475. 


Army & Navy Journal Est. 1863. Actual weeliy 
arerage for 52 issues, 1904,9.871 (OO). W.C. 
¢& F. . Church, Pubs. 


Baker’s Review monthly. W.K. Gregory Co., 
publishers. Actual average for 1904, 4,900. 


Benziger's magazine, family month! Ben 
ziger Brothers, mgr Sor 1904, 87,0% &. pres- 


ent circulation, 50,000, 


Chipper, weekly (Theatrical). Frank Gueen. 
Pub. Co., Ltd. Aver. for 1903, 26.912 (@ ©) (689). 


Fl Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904, 7,292. 


Electrical Keview. weekis. Electrical Review 
Pub, Co. Average Sor 1903, 6.485 (OO). 


Forward, daily Forward Association, 
age for 190, 48,241. 


Four-Track News, monthly. Actual av. paid 
Sor six wonths ending December, 194,101,666. 
January edition guaranteed 120. 6.000. le 


Haberdasher, mo, ett. 1881. Actual arerage for 
1904, 7.000, Binders’ rit and Post Office 
receipts distributed mime ly to advertisers. 





Arver- 





Hardware Dealers’ Magazine, monthly. 

In 1994, at issue, 17.500, 

D. T. MALLE Pub., 253 "ub., 253 Broadway. 

Leslie’s Weekly. “Actual aver. year end. A 
1904, GY, OTF (2). Pres. av. over 75.000 week y. 

Leslie’s Monthly Magazine, New York. A 
circulation for the past 12 mouths, 243.946. 

Preseut average circulation 800,168. 

Music Trade Review. music trade anc art week- 
ly. Average for 1903, 

National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Pocket List of Railroad Officials, qly. Railr'd 
Transp. Av. 1903, 17,992; April, 1904,19, 728, 
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Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual gain over 
1903, 3,917. 


The People's Home Journal. 525.166 monthly, 
Good Literature, 452.388 monthly. average cir- 
culutions for jwh—ail to po in-advunce 
scribers. F. M. Lupton, Publ “D 


The Ladies’ World mo., Household. 
net paid circulation 1903, 480,155. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daly average /#03, 11,987. 

The World. Actual aver. for 1903, Morn,, 27 8,« 
607, Evening, 857,102, Sunday, 888,6 50. 

Rochester. Case and Comment. mo. Law, Av. 
Sor 195, 8V.000 ; 4years’ average, 30.186. 

Schenectady, Gazette, daily. A. N. Liecty. 
Average for 1902, 9.097. <Actuil average for 
1903, 11,623, 1904, 12.574. _ 

Syracuxe, Evening Heraid, daily. Herald Co., 
pub. Aver, 1905, daily 83.107, Sunday 88.496. 

Utiea, National Electrical Contractor, mo. 
Average for 1903, 2.708. 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 194, 14.879, 


Average 





Warsaw. Western New-Yorker. Smallest bona 
fide issue since Oct, 1, 1904, was &, 000 copies. 


NORTH CAROLINA. 


Charlotte. Observer. North Carolina's fore- 
most newspape. Actual daily aver. 1903, 5,582; 
Sunday, 6.791; semi-weekly, 8,800. First three 
months 1904, 6,578. 


Elizabeth City, Tar Heel, weekly. Actua 
arerage 1903, 3,500. Covers ten counties. 


Raleigh. Biblical Recor ‘Recorder, weekly. Arerage 
1903, 8.872. First five mouths 1904, 10.166. 


NORTH DAKOTA. 


Grand Forks, Herald, dy. av. for April, 1904, 
862. Will guar. 6. 060 Sor year. N. i ash 3 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 


Grand F orka, Normanden, weekly. Ar. for 
1903, 5,452. Guar. 6,700 after Nov. 1, 1904. 


- OHIO. 


Akron. Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. Nov., 1904, 10,702, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66.445; Sunday, 60,759. 
Dec., 1904, $1, 4s daily; Sunday, 69,86 4. 


Mansfield, Daily News. Act. aver. year end. 
June 30,04, 4,280(k). First 6 08. 04, 4, 882%). 

Springfield. Press Republic. Arer. 1903.9,288. 
April, 04, 10,155. N.Y. office, 523 Temple Court. 


Washington Court House. Fayette Co. 
Record, weekly. Actual average 1903,1,775. 


Youngstown. Vindicato: id 08.11,009. 
LaCoste & Maxwell, r rn Reps. : “ 





Zanesville. Signal, daily, reaches S. E. Ohio, 
Guarantees 5,000. Average six mos. 1904, 5,814, 











Zanesville, Times-Recorder. Sworn av. Oct., 
1904. 9,571 (3). Guaranteed double nearest com- 
petitor and to exceed combined competitors. 


OKLAHOMA. 
Guthrie. Copheme Farmer, weekly. Actual 
average 1903, 28,020 
Guthrie. Chien ae J pape dy. and wy 
Aver. for 1903, daily 20 weekly 25.014. 
Year ending July 4, 03, “ng Te.8ee: wy. 28.119. 


Oklahoma City, The Oklahoman. /904aver., 


8,104; Dec.,’04,9,401. E. Katz, Agent, N.Y. 
OREGON. 
Portland. Evening Telegram, dy. (ex. Sun.) 


Average circulation during 1904, 21,271. 


Portland. Oregon Daily Journal. Actual arer- 
age A 1904, 15,204, Actual average December. 


PENNSYLVANIA. 


Chester, Times, ev’g d’y. Avera otteagt 1 8,1 st. 
N. Y. office, 220 B’way. F. R. Northrup, M 


Erle, People. weekly. Aug. ae Mer. 
Average 1903, 8,088. 


Erle, Times, daily. aver. 
Dec., 1904, 14,984 


gestchore. Telegraph. D ». sworn av. Dec.’04, 
1,726. Largest ciren. in Harrisburg guar’t’d. 


Philadelphia, American Medicine. wy. Av. 
for 1902,19.827. Av. March, 1903, 16,827. 


Philadelphia, Farm Journ«l, monthly. Wii- 
mer Atkinson Company, publishers. Average 
For 1904, 593,880, Printers’ Ink awarded the 
seventh Sugar Bowl to aos Journal with this 

tpt! 
* swarded June 25th, 1902, by 
“ Printers’ Ink, ‘The Lite 
Schoolmaster’ in the Art of 
sa = Saeeaiien to the Farm 
* Jou’ After acanvassing 
oa _o extending over a 


Aver. for 1904, 14,257. 
Katz, &. Katz, Sp. 4g., N. ¥. 





a 7) fa , among all 
rf publica ti the Uni Unite Bates, has y bn 
omreneleal the one that tae its 





purpose 
1 educator aud or the agriculte: 
ral population, and as an Suites and economt- 
ia medium for communicating with them 
“ through its advertising columns.” 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


December Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TeCRCR APE for each 
- in the month of December, t 





HESRNRRLAE 








Total SENS ed ee 3.744.095 
NET AVERAGE FOR DECEMBER 


144,003 copies per day 


BARCLAY H. WARBURTON, President. 
Philadelphia, Jan. 6, 1904, 
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Philadelphia, German Daily Gazette. Aver. 
circulation jirst six mos. 1904, daily 48.942, ‘Sun. 
day 87,268. Sworn statement. Cir. books open. 


int niadelphia, Press. Daily av le year eud- 
g Dec. 31, 1904, 118,242 nel copies sold. 


Philadelphia. Sunday School Times, weekly. 
Bend for rates to 
is 


Average for 1903, 102.961. 
The Religious Press A iati 


Philadelphia, The Grocery World. Actual 
average year ending August, 1904, 11,741. 


In 
Philadelphia 
Nearly 





Everybody 
Reads 


e 
Bulletin. 


NET PAID DAILY 
AVERAGE CIRCULATION 
FOR DECEMBER 


190,825 Copies. 


ag 
618. 0.8. 


Lator World, World, wy. 
best paid class of wttnte “y* 
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Potteville, Evening Chronicle. Official county 

organ. Dail y average 1903, & 6,648, 

Went Chester. Local News. fs. W. G. 
Hodgson. Average for 1903 15,16 

Willlamaport. Grit. aeonall Greatest 
by Net paid average 1904, 198,758. Smith 

& Thompson, keps., New York and ag 

York, Dispatch, daily. Av - 1904, 
8,974. Enters two-thirds of York 


RHODE ISLAND. 


Pawtueket. Evening Times. Average daily 
Sor 1904, 16,850 sworn. 


Providence, Daily Journal, 16,485 (@©). 
Sunday, 19,892 (©@@). Evening Bulletin 36,586 
averaye 1903. Providence Journal Co., pubs 





Weaterly, Sun. Geo. H. Utter, pub. Average 
1904, 4,480." Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleaton, Evening Post. Actual dy. aver. 
Sor third 3 months 1904, 8,974. 


Columbia, State. Actual average for 1904, 
daily 8,164 copies, per issue; semi-weekly 2.251, 
Sunday 9,41 ictual average for last six 
months of 4904. daily 8,626 : Sunday 9,912. 


TENNESSEE. 


on ia. Crabtree’s Weekly Press. Aver- 
Ne b nd D , 47,044 (4h). 


eile Commercial a daily, Sunday, 
weekly. Average 1903, daily 28,989, Sunday 
88.050, weekly Pee. 821 (Y64). set 6 months. 1904, 
daily 88,447, Sunday 45598, weekly 88,109. 





Nashville. Banner, daily. Aver. for year 1903, 
18.772. Six months 194, 20.851. Only Nash- 
ville daily eligible to Roll of Honor. 


TEXAS. 


Denton. Denton Co. Record and Chronicle 
wy. W.C. Edwards. Average for 1903, 2,689. 


El Paso, Herald. Dy. av. 1903, 8,265; April 
1904, 4,284. ee canvass showed Herald | Ge 
in 80 per cent of El Paso homes. — El Paso 
daily paper eligible A Roll of Honor 

Paris, Advocate, dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827; 1904, 1,881. 


VERMONT. 

Barre Times, daily. F. E. Langley. Aver. 1904, 
° 

Burlington, Free Press. Daily av. 03, 5.566. 

8 1-2 mos. to Sept. 15, 6.854. At present 6, 900. Ex- 

amined by Association of American Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, &,046, sworn av. Aug.. 1904, 6,161. 


VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 7.4823 for 1904, 9,400. 


Richmond, News Leader, every evening é 
cept Sunday. —_ | riya “es ury 1, 1903, A 
Foreary :, 1904, 27,4 — circula- 
tion between Washington calle Atianta 


Richmond, Times-Dispatch. morning. Actual 

— average six months ending June, 1904, 

9,618 8. High price circulation with <r waste 

} po Mn In ninety per cent of Richmond 
homes. The State paper. 


WASHINGTON. 


Reattle, Times. Actual aver. circulation fst 
6 months 1904, daily 86.348. Sunday 48,679. 
Byfar largest daily and Sunday in State. 


Tacoma. Ledger. Dy. av. 1903, 12,7173 Sy., 
15.615: wy., 8.912. Avera wt 6 mos. 1904, dy., 
14.872: Sy., 18,294: oy % ek. 8. C. Beck: 
with, rep., ribune Bldg., cago. 





WEST VIRGINIA. 


Parkersburg. Sentinel, oy oe - E. Hornor, 
pub. Average for 193, 2.8301 

w opie, ly News. Daily dows aici 9.707%. 
repr ay circu’n 10,829. For 12 months up 
to April 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Chronicle. Daily average 1904, 
Par Py (fk). Average Dec. 1904, 6,685 (3). 

La Crosse, Leader-Press evening. Actual 
average 1904,6,879, Average Dec., 1wW4, 6,588. 





Milwaukee. Evening Wisconsin, d’y. vg. Wis- 
consin Co. Average for 1903,21,981; December 
1903, 25,090; November, 1904, 27,997 (©). 


Milwaukee, Germania Abendpost, dy. Av. for 
year end’g Feb.,'04, 28,876; av. Feb.,’04, 24,808, 


Milwaukee, Journal, daily. Journal Co., pub. 
Av. end, Nov., 1904, 86, 688. Nov., 1904, 86,984, 


Oxhkosh, Northwestern. daiiy. Average for 
1903, 6,488. First six months 14, 7,228, 


Racine. Journal, daily. Journal Printing Co, 
Average for 1903, 8,74 o2, 

Racine, Wisconsin Agriculturist, weekly. 
tablished 1877. Aver. for 1903, 83,181. ) ey 40 
mouths 1904,86,754. Advertising, $2.80 per inch. 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1903, 2,709. 


Rock Springs, Independent. Weekly average 
Sor 1#3,1,055. First eight months 1904. 1,582. 


BRITISH COLUMBIA. 


Vancouver, Province, daily. W.C. Nichol, 
ublisher. Average for 1903, 5,888; 
Srocember, 100, 8,157. 
Victoria. Colonist, daily. Colonist P. & P. Co. 
Average for 1963, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 

Winnipeg, Der Nordwesten, Western Canada’s 

German newspaper, covers the entire German 
speaking population—its exclusive fleld. _Aver- 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, daily and weekly. Av. 
erage for 193, daily, 18,824; weekly, 18,908. 
Daily, November, 1904, 28,267 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
September, 1904, 6,806. 


NOVA SCOTIA, CAN. 
Nalifax, Herald (QO @) and Evening Mail. 
Sworx circulation exceeds 16,000. Flat rate. 


ONTARIO, CAN. 
Toronto. Canadian Implement and Vehicle 
Trade, monthly. Average for 1903, 5,875. 
Toronto. Star, daily. Average Cow 
December 31, $1,228; for Dec., 85,294 





Toronto, The News. UCargest circulation of 
any afternoon paper published in Ontario. Aver 
ist nine mos. '04,82,187, Av. forDec., $2, 425. 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28,350 ; weekly, 18,886. 


Montreal. ¥en Treffle Berthiaume, ove 
lisher. Actual average 1903, daily 72,894. 
Average April, 1904, 80,116. 


Montreal, Star, dv Graham &Co. Av. 





Sor’0s,dy. 55.127, wy. “33, ecpau. Siz mos. 
end. May 3/,'0%, dy. av. 55,147, wy. 122,157. 
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©O) GOLD MARK PAPERS @0} 





(OO) Advertisers value these eres more for the class and 2 of their circulation than for 


the mere number of copies printe 
the sign ©.— Webster’s Dictionary. 


Among the old chemists go! 


d was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are distin 
marks (© ©), the meaning of which is explain 


ished from all the others by the so-called gold 


e. 
Announcements under this pic enon aon from publications having the gold marks in the 


Directory, cost 20 cents per lin: 


eek, two lines (the smallest advertisement accepted) cost 


$20.80 for a full year, 10 per cent fscount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D.C. 
THE EVENINGSTAR (@O), Washington, D.C. 
Reaches 90% of the Washington homes. 





GEORGIA, 
amet MORNING NEWS (©O), Savannah, Ga. 
good newspaper in every sense; with a weil-to- 
ty clientele, with many wants and ample means, 
Only morning daily within one hundred miles. 





ILLINOIS, 

TRIBUNE (© ©). Only paper in Cotenee Ze 
ceiving this mark, because TRIBUNE ads ring 
satisfactory results. 

BAKERS’ HELPER, ( ©). Cetenete, only “Gold 
Mark” baking journa Oldest, large est, best 
known. Subscribers in every State and Tex ritory 





KENTUCKY. 

THE COURIER-JOURNAL (© ©), Loutevilie, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 
While an old and ore newspaper it has 
never lacxed progressiveness. It was the f 

per outside bi New York city to introduce the 
Vergenthales linotype machine. It is carried 
every day of the week on a special train of its 
own to the heart of the wealthy “ Blue-grass 
region,” and has alarger circulation in that 
territory than any other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@O), estab- 
lished 1830. The only gold mark daily in Boston. 
BOSTON PILOT (O©). every § Seeuaing. Roman 
Catholic. Jas. Jeffrey Roche, editor. 





Fy 


MINNESOTA, 


THENORTHWESTERN MILLER 


) Minnea song. r year. 
a ing and L-, rt over A this world. othe 
only “Gold Mark” milling journal (| 


NEW YORK. 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 
ENGINEERING NEWS ( ).—The highesttech- 
nical authority in journalism.—Brooklyn Eagle. 


HARDWARE DI-ALERS’ MAGAZINE. 
on average issue, 17,500 ( 
. MALLETT, Pub., 263 Broadway, i N.Y. 


it NEW YORK TIMES (OO), “All the news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 

ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; lt largest pena circulation. 


BUFFALO COMMERCIAL © Desirable 
because it always produces satis’ ry results. 


CENTURY MAGAZINE (© ©). There area few 

ple in every community who know more 

Ean al all the others. These people read the 
Y MAGAZINE. 

oy YORK 7 Fe ©). daily and Sun- 

day. Established 1841. conservative, clean 

and up-to-date new: EE whose readers repre- 








sent intellect and purchasing power toa high- 
grade advert 


r. 





FOREST AND STREAM (ce) 


Largest circulation of any sportsman’s paper. 
Goes weekly to wealthy recreationists. Write, 


OHIO. 

CINCINNATI a. o Be Great—influ- 
ential—of world-wide fame st advertising 
medium in prosperous Mid West. Rates and 
information supplied by Bec with, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PUBLIC LEDGER (@©), the ONLY news- 
pores admitted into thousands of Philadelphia 
es. ‘*Philadelphia’s Jlandmarks: Independ- 
ence Hall and Publie Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial, 
ucational, Book, Real Estate, — and ali 
other classified advertising tl that coun 


THE PITTSBURG DISPAT( iy eg (Q0>. site. 
Pa. Delivered in more homes in ene than 
any other two Pittsburg newspapers. 





SOUTH CAROLINA, 


THE STATE (QO), Columbia, 8. C., reaches 
every part of South Carolina. 


VIRGINIA. 

NORFOLK 1 ANDMA RK (© ©) the recognized 
medium in its territory for investors. Holds 
certiticate from the Association of American Ad- 
vertisers of bona fide circulation. If you are in- 
terested, ask to see voluntary letters from ad- 
vertisers wi who have gotten splendid results from 

ANDMA: 


WISCONSIN, 
THE MILWAUKEK EVENING WISCONSIN 
(©O), one of the Golden Dozen Newspapers. 


NOVA SCOTIA, CAN. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exce exceeds 16,000, flat rate. 


THE TORONTO GLOBE (20) 


Canada’s National Newspa 

representatives. BRIGHT Te VERRER, Se Sow Yori 

and Chicago. Sworn circulation exceeds 50 

THE COLOR OF THE STAMP IS 
IMPORTANT. 


As demonstrating the prejudice of 
busy men against the green stamp, a 
lot of mail was sent out recently, one 
half of it bearing two-cent stamps and 
the remainder bearing two one-cent 
stamps on each letter—all went as first- 
class mail; the 500 letters bearing red 
stamps brought nearly three times the 
number of replies received from the 
500 others—I suppose it just happened 
that way, but in numerous test cases I 
have noticed that it always happens that 
way. It takes red stamps to reach a 
busy man; if you want your letters read 
you must have your stamp red.— 
Franklyn Hobbs, Chicago, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the requisite grade and class, cost twen' 
cents per line per Week. Under a YEARLY contract, two lines (the smailest advertisement accep! 
ed) cost $20.80 for a full year, ten per cent discount, or $18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 

HE Tres prints more * Want” and otherclas- 
sified pepe than the other five 
newspapers in |.0s Angeles combined. it 1s the 
medium for the exc e of commercial intelli- 

gence throughout the w hole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION; 
minimum charge 25 cents. ooern daily average 
for year 1903, 36.656 copies. Sunday circulation 

regularly exceeds 51,000 copies. 


COLORADO. 
TS Denver Post, Sunday edition, Jan. 8, 1905, 
contained 3,880 classified ads, a total of 4110 
columns. The Post is the big ‘Want medium of 
the Rocky Mountain region. The rate for Want 
adverusing in the Post is five a per line 
each insertion, seven words to the li 


CONNECTICUT. 
| ign IDEN, Conn.. Recorp covers field of 50,000 
ulation; working people are skilled 
qeochentos. Classified rate, cent a word a da “4 
five cents a word a week. “Agents Want 
etc., half cent a word a day. 


DELAW ARE. 
fy a Ay people use the EVENING JouR- 
AL for “Want ads.” en advertisers 
can safely follow the home example. 


| Delaware the only daily paper that guar- 
antees circulation is‘ Every Evening.” It 
carries more Cc! advertising | than all the 
other Wilmington papers 


DISTRICT a. COLUMBIA. 
‘'PHE Washington, D. EVENING STAR ( ) 
T carries yp the a of WANT ie 
any other paper in Washington and more than 
all of the other papers combined. 

MaKE COMPARISON ANY DAY. 


GEORGIA. 
'P.HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. g 











ILLINOIS, 
paces (1ll.) JOURNAL reaches over 13.000 of 
the prosperous people of — Illinois. 
Rate, one cent per word each iss 
TS Chicago DAILY NEws isthe city’s “Want 
ad” directory. 1t published pee the year 
1903 10,781 columns of. “classified” adv 


objectionable advertisements. Nearly every- 
who reads the —- ae. in, around 
we ut Chicago reads the DaiLy NEWS,” says 


the Post Office Review. 
INDIANA. 
HE Indianapolis News during the first six 


TT’. HE MARION LEADER is recognized as the best 
result getter for want a ads. 


5 beg E Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Kaie, 
one cent per word. 


i ey d of Indi hi 
STAR, Muncie STAR and Terre Haute STAk, 
general offices, Indianapo! each, one 
— per word; med n rate, two cents per 








IOWA. 


‘\HE Des Moines Capital guarantees the larg 
est circulation in tne city of Des Moines of 


any daily newspaper. It is the want ad medium 

of lowa. Rate, one centa word. By the month, 

$1 = per line. It is published six evenings a week. 
urday the big day. 


KENTUCKY. 
rPHE O boro DAILY I carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MAINE, 


HE EVENING EXPRESS carries more Want ads 
than all other Po:tiand daijies 


MARYLAND. 
‘—.HE Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium o1 itimore. 


MASSACHUSETTS. 
25 & CENTS for 30 words, 5 days. DatLy ENTER- 
2) prise, Brockton, Mass., carries solid page 
Wantads Circulation exceeds 


ys Boston EVENING TRAN Taatecares is the at 

resort Slows for New Englanders. ‘Lhey 
expect to fin places listed in its adver- 
tising columns, 


‘§,HE BosToN TRAVELER publishes more Want 

advertising ym any Other exclusively even- 
ing paper in its fleld,and every advertisement 
is paid for at the established rates. 


OSTON GLOBE, daily and Sunday, in 1904, 
carried 141,353 more “Want” ads than any 
other Boston paper. It printed a total of 417,228 
classified advertisements, and tp A one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 
< AGINAW COURIER-HERALD (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 11,000; Ic. word; ic. su juent. 


MINNESOTA, 
r cr HE Minneapolis JourNat carried over fifty-six 
r cent more Want ads during 194 than 
any other Minneapolis daily. No free Wants and 
no objectionable Wants. Circulation 1993, 57,039; 
1904, 64,333. 


8 











‘HE Sr. — ‘the Nord is the leading ““Want’’ 





months of 1904 printed more 
apolis combined a a other Aan pe] of bone 
a combini rin tal o sep- 
ovat e paid Want ‘das durfng tha that time. 


HE Muncie star is the recognized Want ad 

medium of Muncie. It prints four times ax 

much classified advertising daily as all other 
Muncie dailies combined. 


T= Indianapolis STaR is the Want ad medium 
of Indianapolis. It printed during the 
year of 1904 591,313 lines of Want ads. Dering 
A month of December the Star printed 17. 
of classified financial advertising. Theis is 
420 lines more than published by any other In- 
dianapolis mete ong for the same period. The 
News in December, 1904, printed 13,960 lines; the 
Sentinel yh —. a ‘the Sun 2.63 lines. ‘The 
R accepts no classified advertis- 
ing free. The sone is one cent per word. 








rthwest, read and relied 

upon by every a in its city = territory; 

more paid cirvulat ion than the other St. ron 

dailies combined; brings replies at pan 
Circulation 1903—53,044 ; now 57,624. 


T*, MINNEAPOLIS TRIBUNE is the recognize 
Want ad medium of Minneapolis and = 
been for many years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other oy 2s Its evening ong 
alone has a larg in 
many thousand, ‘hen any ‘other evening wk 4 
It Want advertise- 
ments every week ra full rice (average of two 
pages a day), nd free ads; price covers both 
morning and e' issues. No other Min- 
sey a daily carries anywhere near the num- 
ber id Wanted advertisements or the 
th F volume. 














reciever ee 














Re eer creer, 











MISSOURI. 
Ts Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. , Minimum, léc. 
MN\HE Kansas City JOURNAL (every mornin 
including Sunday), one of the recogniz 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunduy ; 7 to,10 columns 
daily. late, 5 cents a nonpariel line. 


NEBRASKA. 
"HE L'ncoln Darry Star, the best ‘‘Want Ad” 
me lium at Nebraska’s capitul, Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DaILv STaR. Lincoln, Neb. 


NEW JERSEY. 
LIZABETH Daly JouRNAL covers population 
of 95,000, est circulation. Brings re- 
sults. Only “ Want” medium. Cent a word. 


NEW YORK. 
1\HE Post-ExPREss is the best afternoon Want 
ad-medium in hochester. 


LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
est \Vant ad medium in Westcbester County. 


N Binghamton the LraDER carries preer pat- 
ronage; hence pays best. BECKWITH, N. Y. 


Rormsc NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


os TimEs-UNION, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in een; and 
arantees a circulation greater than all other 
Saily papers in that city. 


| gaa? INK, publisbed weekly, The rec- 

ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat : six words toaline, Sample 
copies, ten cents. 


Ono. 
N Zanesville the TrmES-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville SIGNAL reaches 64 towns in §&. E. 
Ohio, also 68 rurat routes; ec. a word net. 


OUNGSTOWN VinvicaTor—Leading “Want” 
medium, lic. per word. Largest circulation 


he” MANSFIKLD News publishes daily mo-e 
Want ads than any other 20,000 population 

newspaper; 20 wors or less 3 consecutive times 
or less, 25¢.; one cent per each additional word. 








OKLAHOMA, ' 
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W ILKES-BARRE (Pa.) Timgs. Circulation over 
11,000 daily, Classified rate, 5 cents a line, 


Bouern Want ads pay. because “In Phila- 
delphia — everybody reads THR BUL- 

LETIN.” Net paid daily average circulation for 

December, 190,825 copies. (See Roll of Honor.) 


VERMONT, 
ae Burlington DaiLy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any aavertiser in Burlington terr.tory. 


VIRGINIA, 
HE News LEADER, published every afternoon 
except Sunday, Richmond, Va. Largest 


circulation by Jong odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; ho uisplay. 
WISCONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior. 
Wisconsin. 


ANESVILLE GAZETTE, daily and weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco beit, the richest section 
of the Northwest. Kates; Want Ads—daily, 3 
lines 3 times, 25¢.; weekly, 5c. line. Big results 
from little talk. 


[HE MILWAUKEE SENTINEL not only leads its 
i field in both display and classified, but car 
ried more than one-half of ull the classified car- 
ried by the five Milwaukee evening and morning 
papers combined. 

Daily, 7c. per line; Sunday, 10c. per line; lower 
oo SENTINEL COMPAN Y, Milwaukee, 
is. 


CANADA. 
'}\HE Halifax HERALD ( ) and the MAIL—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Cansda without exception. (Daily 

$5,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


M\HE DaiLy TELKGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


Dini Toronto DAILY STAR is necessary to uny 
advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other |oronto paper nae daily average 





circulation, December, 704. 35, 


‘q.HE Montreal DaILy 5TaR carries more Want 
advertisements than ail other Montreal 





HE OKLAHOMAN. Okla. City. 9,401. Publi 
more Wants than any four (kla.competitors, 
PENNSYLVANIA. 


HE Chester, Pa., TIMES carries from two to 
five times more classified ads than any 


other paper. 


SWORN CIRCULATION 1904 


German 
Daily Gazette 


PHILADELPHIA. 
Daily Average, - 49,083 
Sunday “  - 37,398 





dailies The FaMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any o\her weekly paper in Canada. 
PARTICULAR feature of the Toronto EVEN- 
ING TELEGRAM’s Classified advertise 8 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments pag | . This gives the public perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such spleudid results to the advertisers. 


TH! Winnipeg Frere Press carries more 
_ “Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature thn are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRKE PRESS car- 
ries larger volume of general advertising 
than any other daily ‘arer in the Dominion. 


BRITISH COLUMBIA. 
[HE Victoria CoLonteT covers the entire prov 
ince of British Columbia (branch office ir 
Vanconver). More “WANT” ads appear in the 
Sunér~ OLONIST then in anv other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free. 
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{11 will be noted that this report is signed with @ pen hy 


STATEMENT OF CIRCULATION OF. ........& Vand 


of Pape 








Publishers of American Newspaper Directory, to Neu 
Sirs :—Theacfual number of complete and perfect copies of this paper printed each i 


: 
2Z00|5/05 0| 5542 / : 


The grand total when divided by. Sk. .whjch is the actual number of, issues during the year, 
This is a correct report for one year, ending with M¢-.. Woe 1g0bf, and is made in good faith for of bi 
accurate and exact circulation rating in the next issue of that publication. 





The above is a reduced photogravure of a circulation statement for a w@y put 
American Newspaper Directory. It is properly filled out, dated and signed. , 
furnishing the affidavit to a rating in Arabic figures in Rowell’s Newspaper I ‘for 
States and Canada will be accorded a figure rating according to their own true , 
similar to the one shown above. A daily paper will have to put down the each 
to fill in the monthly columns only. Then, to ascertain the total, divide by num 

Can anything be simpler? Is there a "rae yon living who isn’t intelligent te 
shown entitles a publisher to a rating in Arabic figures in the 1905 issue of the I , ar 
to forward it. Although the <a rating costs gad whatever it is of con val 
shall be known. It occasionally happens that a publisher claims to think that 
nevertheless failed to receive the figure rating when the Directory came to hand.\Mo pub 
ment ever had occasion to register any such complaint. All communications on @ subj 


CHAS. J. Zl ’ 
Printers’ InK Pub?sk 
Proprietors and Publishers Rowell’s American N , 


Norts.—Circulation statements, covering the year 1904, will be too late to have Dir 


PRINTERS’ INK, 


REVISION 


phy to sigg ts apparent or clearly stated.) 


1, Te i 4 Dic.dP....r004! 


(Town, State and Late) 


) New York y 
hi year from st, 1904 to st, 1905” were’ as'stated below. 


MONTHLY TOTALS 
RECAPITULATED, 


) 03a 00 00 150 


Grand total of copies printed during the year, 
i, number of complete copies printed per issue to have been 
of being placed on file_in the office of the EWSPAPER DIRECTORY securing an 
THE PRIN C 


Te INK 
saen<ceteens / i . Ceeeeee Publisher. 


publication, such as is certain to be satisfactory to the editor of Rowell’s 

issue arrived at and stated in the above document entitles the paper 

I ‘for 1905. now being revised, Every weekly publication in the United 
ue figures. provided the publisher prepares and sends in a statement 
. each day (Sunday issues in a separate statement), while a monthly will have 
| number of issues and in that way arrive at and put down the average issue. 
rent to know how to make out such a statement? A statement like the one 
I , and costs nothing except the time to make it and the postage necessary 
} value to a publisher who is willing that the truth about his actual issues 
hat and sent in such a statement as is necessary, and will assert that he 
and.\#0 publisher who took pains to register the letter that contained the state- 
3 on '@ subject, or any other connected with the Directory, should be addressed to 


I » Manager, 
2 shing Company 
N per Directory, 10 Spruce Street, New York. 









| Directory for 1905 (37th year), unless received on or before February 15th. 
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A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


ween 

(@ Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified position selected by the adver- 
tisers, if granted, douvle price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken. Six 
words make a line. 4 

we onal appearing as reading matter is in- 


serte ree. 
All advertisements must be handed in one 
week in advance. 
Acivertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 
ann 


Cuar.es J. Z1NGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill,EC 


NEW YORK, JAN. 25, 1905. _ 














A PORTFOLIO containing ninety 
cartoons by R. D. Handy, publish- 
ed last year in the News-Tribune, 
Duluth, Minn., has been issued as 
a souvenir by that paper. 








A MONTHLY magazine known as 
The Voice of the Sphinx has been 
started to publish the monthly 
minutes and news of the New 
York Sphinx Club, following an 
idea developed by the Sphinx Club 
of London. Charles H. Bayer, of 
Saks & Co., New York, is editor 
and publisher. 





Tue Little Tribune is a minia- 
ture burlesque edition of the Chi- 
cago Tribune, published as a 
souvenir of the annual dinner of 
the Tribune family, which occurred 
at the Auditorium, Chicago, Jan- 
uary 1. The Tribune family in- 
cludes editors and reporters, ar- 
tists, the business, circulation and 
auditing departments, engravers, 
pressmen, stereotypers, proof read- 
ers and compositors, with out-of- 
town correspondents, and the af- 
fair was attended by invited guests 
from other Chicago dailies. 


Tue Portland Oregonian issues 
a number devoted to the Lewis & 
Clark Exposition, to be held in 
that city next summer, illustra- 
tions and descriptive matter show- 
ing how the $25,000,000 worth of 
exhibits are to be disposed. The 
issue also contains interesting de- 
scriptions and illustrations of the 
paper’s plant. 





Tue Chicago Hemlandet, the 
Swedish weekly, has been publish- 
ed continuously since 1854, and re- 
cently celebrated its golden anni- 
versary. Issued first at Galesburg, 
Ill., it was removed to Chicago in 
1859. The owner and publisher is 
A. E. Johnson, who has been a 
citizen of Chicago since the year 
of the Hemlandet’s foundation. 





Batten’s Wedge, the monthly 
magazine of the George Batten 
Company, New York, appears in 
enlarged form, and contains speci- 
mens of the advertisements pre- 
pared by this agency for such ar- 
ticles as Prophylactic Tooth 
Brushes, Ostermoor Mattresses, 
Old Hampshire Bond, Pompeian 
Massage Cream, Spim Soap, Iver 
Johnson Revolvers, ete. 





“ADVERTISING Leaven for "Leven 
States” is a brochure from the 
Orange Judd Farmer, Chicago, 
showing the extent to which this 
weekly covers Illinois, Indiana, 
Michigan, Wisconsin, Iowa, Min- 
nesota, Missouri, Kansas, Nebras- 
ka and the Dakotas. In this great 
wheat and corn belt, it is claimed. 
the Orange Judd Farmer reaches 
more than sixty per cent of all the 
postoffices. 





THE circulation question is one 
that has for some years been gen- 
erally avoided by the London 
Press. There was a period when 
every newspaper, from the Times 
downwards, published its circula- 
tion. And while primarily insist- 
ing upon knowing what the circu- 
lation of a journal is, the adver- 
tiser, in my opinion, is also entitled 
to know something of the class 
among whom the newspaper goes. 
—Sir Alfred Harmsworth, 
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BANKERs will find a mass of in- 
formation hitherto uncollected in 
the “Coupon and Dividend Regis- 
ter,” published by the Moody Pub- 
lishing Co., 35 Nassau street, New 
York. This volume lists the thou- 
sands of bond issues now in the 
hands of investors, shows the rate 
of interest, date of maturity, date 
of coupon payment and places 
where same are paid. Another sec- 
tion lists dividends and transfers, 
and a third gives dates of annual 
corporation meetings, with opening 
and closing of transfer books. 





THE Southern Woman’s Maga- 
zine, published monthly at Atlanta, 
has been made standard magazine 
size, and claims to be the only first- 
class high-grade magazine in the 
Southern field. G. P. Talbott has 
been secured as advertising man- 
ager, and a vigorous subscription 
advertising campaign is to be un- 
dertaken. He says that the South 
offers to-day a better field for pro- 
fitable returns to reputable adver- 
tisers than any other section of the 
country. A new rate card has 
just been issued. 
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THE Chicago Daily News issues 
free an abbreviated edition of its 
almanac, containing eighty pages 
of information about Chicago. An 
interesting feature is a table show- 
ing the average daily issue of the 
News for each month from its 
second year, 1877, to the close of 
1904. 





K. H. SarAsoun, founder and 
editor of the New York Jewish 
Daily News, died at his home on 
January 12. He was a native of 
Poland, and came to this country 
when a boy, establishing in 1874 
the Jewish Gazette, the first He- 
brew paper published in the United 
States. In 1886 he founded the 
paper of which he was proprietor 
until his death. Mr. Sarasohn was 
seventy years old. His paper made 
him rich, but he continued to live 
on the lower East Side, where he 
was an active worker in benevolent 
movements. At his funeral on 
January 13 the streets leading to 
his synagogue were thronged with 
tens of thousands of poor Jewish 
people, and 300 police were needed 
to handle the crowds. 
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Another Monster Monopoly 


It Fattens on the Wages of the People 


EVERYBODY’S MAGAZINE begins, in its February issue, another public service, in its 
way, as important as the revelations of “ Frenzied Finance,” 
The Beef Trust is a gigantic burglar, which has broken into every home in America and 


ry year. 
The Beef Trust’s robbery of the peo) le has been more arrogant and shameless than even 
which Mr. Lawson is revealing with such awakening 
power. Every dinner table in our whole country has been 
coterie of plundering gentlemen known as the 
EES EDWAKD RUSSELL, of Chicago, one of the soundest and most brilliant of 
American editors, begins in the February number of 


rybodys 
gazine 


a series of articles which will lay bare to the bone the astounding details of this universal 


He shows how the Beet Trust has fastened its unyielding grip on the natural food 
supply of America, and how it taxes both the producer on the prairies and the consumer in 

He shows how the Beef Trust, insatiable and defiant, has jeered at the laws, has terror- 
commodities than all other trusts combined, and 
plans to control the price of every food product grown in the United States. 

These articles will startle and stir the nation The Lawson chapters on the crimes of 
“Frenzied Finance” are their only parallel in current literature. 

Mr. Lawson’s articles will continue in each issue of EVERYBODY’S. 


One [lillion Copies of the March Number 


The rate for advertising is $850 gross, or $3.79 per agate line 
THE RIDGWAY-THAYER COMPANY, Publishers, Union Square, New York 


le more costly by the pitiless 
Beef Trust, 
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Axsout $50,000 worth of maga- 
zine advertising will be done this 
spring for Coca-Cola, the beverage 
made at Atlanta, Ga. This cam- 
paign is in the hands of the Mas- 
sengale Advertising Agency, that 
city. 





THE advertising man _ writing 
about sporting goods, preparing 
announcements for sporting events, 
compiling literature for a Y. M. C. 
A,, etc., will find suggestive mater- 
ia] in Spalding’s Athletic Almanac 
for 1905, which contains complete 
athletic records of the past year. 
An interesting feature is the collec- 
tion of views of contests between 
savage tribes at the St. Louis Fair. 
Issued by the American Sports 
Publishing Co., 15 Warren street, 
New York. 


THE Gramophone Company re- 
cently brought an infringer named 
Charles William Howell into a 
London court for applying the 
word “Melba” to a sound-produ- 
cing disc machine, on the charge 
that his product interfered with the 
rights of that company in the word 
“Melba” employed extensively in 
its advertising of song records 
made by the famous soprano. The 
court fined Howell $100 and di- 
rected that his music-boxes be de- 
posited with the court pending ap- 
peal, holding that the Gramophone 
and the word “Melba” are so con- 
nected in the mind of the public 
that a valuable advantage was ob- 
tained. 





“Born in an Attic” is a twenty- 
four page booklet from the F. A. 
Owen Publishing Co., Dansville, 
N. Y., telling the story of the 
three publications of that company 
Normal Instructor, World’s 
Events and Primary Plans. The 
business was started by F. A. 
Owen fourteen years ago, with an 
attic for an office and a capital of 
$1. The Normal Instructor was 
the only paper published by this 
company for the first nine years. 
In 1900 World’s Events was found- 
ed and the latest addition was 
Primary Plans, which appeared in 
1903. These papers go to school 
teachers and people interested in 
educational work all over the 
United States. 





DurinG 1904 the Morning Ga- 
sette, Schenectady, N. Y., had an 
average increase in circulation of 
951 copies a day, according to the 
publisher, using sixty tons more 
paper than in 1903. In December 
the Gazette carried a page and a 
half more advertising than either 
of its evening contemporaries, and 
at about double the rates, and it 
claims to be the only paper within 
150 miles of that city with so great 
a want ad patronage. 


Tue North American Advertis- 
ing Company, which was incorpo- 
rated in January, 1902 has passed 
into voluntary dissolution on pe- 
tition of W. W. Seeley, who has 
been appointed receiver. This 
agency, under the management of 
F. Perrine, late of Hall & 
Ruckel, placed business for Singer 
cewing Machines, Ingersoll 
Watches, Corticelli Silks, Spen- 
cerian Pens and other well-known 
advertisers. Of an original capital 
stock of $200,000 only $16,800 was 
ever issued. The liabilities are 
$5,280, assets $1,757, with $6,103 
in contracts to be completed. 








The Last Copy Has Been Sold. 


ROWELL'S AMERICAN 
NEWSPAPER DIRECTORY 


for 


1904 


is now out of print. 








The edition for 1905 will not appear 
antil about the end of May. 





Those who want a copy of the last 
edition, and think they cannot wait for the 
new one, can probably secure a second- 
hand copy of the 1904 book by inserting an 
advertisement in Printers’ INK express- 
ing such desire. The cost of the adver- 
tisement will be twenty cents a_ line. 
Six words make a line. The price at 
which the book was sold is Ten Dollars. 
It is the volume from which other 
Hand Books, Manuals and so-called News- 
paper Directories depend for their facts 
about newspaper circulations, before ex- 
panding them to meet their individual re- 
quirements. It is also likely that any one 
owning and willing to sell a copy of the 
book will find a cash customer if he an- 
nounces the fact in an advertisement in 
Printers’ Ink. 
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THe Semi-Weekly News, Gal- 
veston, and Semt-Weekly News, 
Dallas, Texas, have been merged, 
though the two papers will con- 
tinue to be published at the old 
offices by A. H. Belo & Co. All 
advertisements will appear simul- 
taneously in both at a combina- 
tion rate. 





Tue Evening Telegraph, Phila- 
delphia, has sixty-five delivery 
wagons covering that city and its 
suburbs, the sides of which are 
used not only for advertising pur- 
poses, but for news bulletins. Post- 
ers calling attention to certain ad- 
vertising features in the Telegraph 
have also been found effective, one 
lately used reading “The Evening 
Telegraph contains all the adver- 
tisements of all the department 
stores in Philadelphia.” 

A POSTER COMPETITION 

FOR HANDSOME PRIZES. 


The passenger department of the 
Delaware & Hudson Railroad, with 
headquarters at Albany, N. Y., has 
just announced a poster competi- 
tion open to all artists. 

The first prize of $100 will be 
awarded to the artist submitting 
the poster which is best suited to 
the requirements of the Delaware 
& Hudson Road in connection with 
its tourist travel to the Adiron- 
dacks; $50 will be awarded as a 
second prize. 

Full information of this com- 
petition may be had by addressing 
Mr. J. W. Burdick, G. P. A., Dela- 
gg) & Hudson Co. at Albany, 
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Mr. GILBERT D. RAINE, editor 
and publisher of the Memphis, 
Tenn., News-Scimitar, announces 
that he has appointed Mr. Paul 
Block, 311 Vanderbilt Building, 
New York City, as his representa- 
tive in the foreign field. The 
News-Scimitar is the only after- 
noon paper published in Memphis, 
a city of over 150,000 population 
and asserted to be nearly 300 miles 
distant from any other competing 
point. 





Some bankers refuse to advertise 
on the ground that the induce- 
ments a bank has to offer do not 
make strong publicity. Interest is 
too small to attract, they say. On 
January 9 the Bowery Savings 
Bank, New York, was made the 
center of what the Sun termed “a 
run turned inside out.” The rate 
of interest for the last quarter of 
1904 was four per cent instead of 
three-and-a-half, as heretofore, and 
the “run” consisted of long lines 
of depositors, hurrying to put their 
money in before the 1oth, so that 
it would draw interest for the first 
quarter of this year. Ordinarily 
the Bowery has from 1,000 to 1,500 
depositors in a day, but on this 
day before the windows opened 
there was a day’s business in sight. 
Women came in carriages, and 
when the bank’s doors were closed 
at three o’clock there were enough 
depositors inside to keep clerks 
busy until after six. All of which 
clearly shows that moderate inter- 
est with security are the best in- 
ducements a savings bank can 
offer. 














WHICH ARE THEY? 


The ore sie sian tt of the Phila. 
delphia Bul etin for 1904 was 183,103 
copies daily, net, and the monthly aver- 
ages grew from 160,000 in January to 
190,000 in December. This, according 
to the editor of the Bulletin, places that 
paper “among the six most widely cir- 
culated daily newspapers in the United 
States.” 


The above paragraph appeared in PRINTERS’ INK for January 18, 
1905. Pupils of the Little Schoolmaster are invited to send in lists of 
what they consider “the six most widely circulated daily newspapers n 
the United States.” 
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paign is in the hands of the Mas- 
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compiling literature for a Y. M. C. 
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“Melba” employed extensively in 
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rected that his music-boxes be de- 
posited with the court pending ap- 
peal, holding that the Gramophone 
and the word “Melba” are so con- 
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four page booklet from the F. A. 
Owen Publishing Co., Dansville, 
N. Y., telling the story of the 
three publications of that company 
—Normal Instructor, World’s 
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business was started by F. A. 
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attic for an office and a capital of 
$1. The Normal Instructor was 
the only paper published by this 
company for the first nine years. 
In 1900 World’s Events was found- 
ed and the latest addition was 
Primary Plans, which appeared in 
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teachers and people interested in 
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at about double the rates, and it 
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Tue North American Advertis- 
ing Company, which was incorpo- 
rated in January, 1902 has passed 
into voluntary dissolution on pe- 
tition of W. W. Seeley, who has 
been appointed receiver. This 
agency, under the management of 
F. L. Perrine, late of Hall & 
Ruckel, placed business for Singer 
Sewing Machines, Ingersoll 
Watches, Corticelli Silks, Spen- 
cerian Pens and other well-known 
advertisers. Of an original capital 
stock of $200,000 only $16,800 was 
ever issued. The liabilities are 
$5,289, assets $1,757, with $6,193 
in contracts to be completed. 








The Last Copy Has Been Sold. 


ROWELL’S AMERICAN 
NEWSPAPER DIRECTORY 


for 


1904 


is now out of print. 








The edition for 1905 will not a r 
antil about the end of May. _ 





Those who want a copy of the last 
edition, and think oe cannot wait for the 
new one, can probably secure a second- 
hand copy of the 1904 book by inserting an 
advertisement in Printers’ Ink express- 
ing such desire. The cost of the adver- 
tisement will be twenty cents a_ line. 
Six words make a line. The price at 
which the book was sold is Ten Dollars. 
It is the volume from which other 
Hand Books, Manuals and so-called News- 
paper Directories depend for their facts 
about newspaper circulations, before ex- 
panding them to meet their individual re- 
quirements. It is also likely that any one 
owning and willing to sell a copy of the 
book will find a cash customer if he an- 
nounces the fact in an advertisement in 
Printers’ Ink. 
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though the two papers will con- 
tinue to be published at the old 
offices by A. H. Belo & Co. All 
advertisements will appear simul- 
taneously in both at a combina- 
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Tue Evening Telegraph, Phila- 
delphia, has sixty-five delivery 
wagons covering that city and its 
suburbs, the sides of which are 
used not only for advertising pur- 
poses, but for news bulletins. Post- 
ers calling attention to certain ad- 
vertising features in the Telegraph 
have also been found effective, one 
lately used reading “The Evening 
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Delaware & Hudson Railroad, with 
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the requirements of the Delaware 
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Payne & YOUNG, special repre- 
sentatives, with offices in the Pot- 
ter Building, New York, and Mar- 
quette Building, Chicago, have 
been appointed Eastern and West- 
ern agents for foreign advertising 
for the Post, Grand Rapids, Mich. 
The Post was recently purchased 
by J. W. Hunter, formerly manag- 
er of the advertising department of 
the Chicago Tribune, and is being 
improved and built up in circula- 
tion. 








THE Christmas issue of the 
Deutscher Buch-und-Steindrucker, 
published by Ernst Morgenstern, 
Berlin, Germany, contains more 
than one hundred pages of matter 
pertaining to German printing and 
lithographing methods, engraving, 
type faces, advertising display and 
kindred subjects, and is illustrated 
with many beautiful reproductions 
in three-color lithography, etch- 
ing, photogravure, half-tone, etc. 
Germany leads in certain lines of 
fine color printing, and this pub- 
lication is the authoritative journal 
of her printing and lithographing 
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A SCHEDULE from the Christian 
Herald, New York, shows dates of 
all the magazine issues of this 
weekly for the present year, with 
those of special issues on Easter, 
Thanksgiving, Christmas, etc. 


Tue Tribune, South Bend, Ind., 
finds a constant tendency among 
its local advertisers to use larger 
spaces, more suitable display, and 
to change copy regularly. This 
has been facilitated to a large ex- 
tent by the Tribune’s open space 
contract, which permits an adver- 
tiser to use space whenever he 
needs it, and in quantities to suit 
his needs. Non-advertising mer- 
chants miss a good deal of busi- 
ness, but the irregular advertiser 
is not much better off in compari- 
son with the merchant who buys 
space on such a plan and utilizes 
it intelligently, according to his 
seasons for trade. The irregular 
advertiser is timid, through past 
failures caused by poor copy and 
inadequate space. The regular ad- 
vertiser sticks to his proposition 
throughout the year, never with- 
drawing his announcement entirely. 


trades. 


Eight Recommendations. 


Newspaper men all admit that the Rowell Newspaper Directory is 
the only one published that has the confidence of general advertisers. 

It may be noted also that it inserts no newspaper advertisements 
on any other terms than for a cash payment, and that it is neither issued 
nor controlled by an advertising agency. 

It gives to every advertisement, that it accepts, a place in the body 
of the book in a position that may be designated as “ facing reading 
matter.” 

It permits newspapers to tell a story of their own in a “ Publisher’s 
Announcement ” that is in fact “ pure reading matter ” and nothing else. 

Every displayed advertisement that appears in the Directory 
receives, in addition, an immediate insertion in PRrNTERS’ INK without 
any charge for the additional service. 

Every displayed advertisement inserted in the book entitles the ad- 
vertiser to a free copy of the Directory, which is sold alone for $10.00 
cash and for no less. 

Finally, it may be noted that the price asked for displayed advertise- 
ments is $§0.co a page (including the book and the insertion in PRINTERS’ 
INK), while most of the so-called advertising agents’ hand books, blue 
books, manuals and what not, taking their pay in exchange advertising, 
and extracting their information mainly from the Rowell Directory, 
while giving a confessedly poorer service, exact a higher price. Swaps 
are always intended to outwit somebody. 

Last of all, it should be plainly understood that advertisements from 
any but first-class papers are not desired. 





















































DO YOU WANT 
A GOOD JOB 
IN NEW YORK? 


Ist. One of our clients, in New 
York City needs an experienced ad- 
vertising manager. Must be a forceful 
writer; able to analyze a proposition 
and produce copy that will sell goods. 
Experience in preparing booklets and 
follow-up matter is desirable. This is 
a high salaried position. Department 
store experience would be helpful. 

2d. Another client, in New York 
City, needs an advertising manager, 
but the position will not pay a high 
salary at the start. A live country 
newspaper man, desirous of learning 
advertising, could fill this place, and 
work into a pleasant, profitable posi- 
tion. 


IN OUR OWN 
ORGANIZATION 


We are increasing our facilities and 
consequently enlarging our staff in all 
departments. 

In Our Editorial Department we want 
another adwriter of pronounced ability; 
also a man capable of laying out high 
grade booklets. ~ 

In Our Art Department we can use 
two or three artists on faces and fig- 
ures; or booklet and decorative work; 
or posters. 

In Our Print Shop we can use a 
young man as manager. Must know 
how to buy stock, make estimates and 
dummies. 

in Our General Office we have one or 
two clerical positions we would like to 
fill with young men having some ex- 
perience in advertising or printing. 

WHEN ANSWERING THIS advertise- 
ment be sure to send your photograph 
or half-tone proof, tell us your history, 
and state your salary expectations. 
Send samples of your work, if possible, 
but be sure to enclose postage if you 
want them returned. 


Call or address 


BEN. B. HAMPTON CO. 


Advertising Agents 
7 West 22d Street, New York. 


PRINTERS’ INK. 
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CARD OF THANKS. 

I return many thanks to Mr. J. P. 
Weber and Mr. W. C. Maupin, chief 
marshals, for changing the line of 
parade, for my special benefit, by spe- 
cial request of my husband, Mr, A. 
Parker, ex-Chief of the Salisbury Fire 
Department, who wished that his wife 
could see the parade. I also return my 
sincere appreciation to my husband for 
his remembrance of me during the fes- 


tivities. I. was delighted with the 
parade, which was magnificent, Re- 
spectfully, Mrs. A. PARKER. 


—Sun, Salisbury, N. C. 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per year, Five cent discount may be 
deducted if paid for in advance of 3 ubli- 
cation and ten per cent on yearly contract 
oe wholly in advance of first publication. 

isplay typeand cuts may be used without 
extra charge, but if a specified 
asked for an advertisement, an 
double price will be demanded. 


WANTS. 


ANTED—Manufacturers’ agents to handle 
our line of advertising novelties. ST. 
LOUIS BUTTON CO., St. Lonis, Mo. 


Moe than 247,000 copies of the morning edi- 
i tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
VANGELIST will conduct something new in 
live paper for fair pay. Address 
“ EVANGELIST,” care Printers’ Ink, N. Y. 


| 8 apt pthicheg toe grad.. 18 (ad student). wishes 
position in Philadelphia department store 
“W.R. E.,” 


sition is 
granted, 








care Printers’ Ink. 


ANTED—Position in somebody’s advertis- 

ing department as assistant. Don’t know 

it all, just enough to make good. TUP FLUOR, 
259 Sheffield Ave., Chicago. 


\-—~— open for competent newspaper 
workers {In all departments. Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 


Oe aS TYPEK—A Cyclopedia of Fvery- 
day Information for the Non-Printer Adver- 
tising Man; get “‘typewise’’; 64 pp., d0c. postpaid; 
ag’ts wanted. 4.8. CARNELL, 150 Nassau St., N.Y. 


O1 paper as = in adv. dept. 


WIDELY copied newspaper writer, capable 
of conducting a humorous department and 
doing ane features will be open to engage- 
ment, Will submit copy and references on ap- 
“eg applicatiou. Address “G. D.,” Printers’ 


XPERIENCED advertising man—employed— 
can spare time to compile catalogue or do 
other work. Permanent employment consid- 
—_ Address “ ADVERTISER,” care Printers’ 
nk. 


T° PUBLISHERS.- Advertiser wishes to pur 

chase a monthly home or woman’s paper 
having a fair circulation and covering expenses. 
Address, with full particviars, “K. J.,” care 
Printers’ Ink. 


DVERTISING ARTIST.—A trade paper wishes 

to make arrangements with a party cap- 

able of designing attractive mechanicai adver- 

tisements. Address “ENTERPRISE,” office Print- 
ers’ ink, 10 Spruce St., New York. 


NY msnufacturer, jobber or department- 

store manager requiring an advertising 

man of high character and demonstrated ability 

will make no mistake in addressing, for further 
particulars, Box 797, Providence, R. i. 


ANTED—Position as business or advertis- 
ing manager on newspaper; ten vears’ 
experience on metropolitan 
now; 33 years old; highest 
ary reauired, Address ‘'L. 


pers, employed 
reference; g sal- 
T.,” Printers’ Ink. 
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ANTED—Position as circulation 





poune a seven years’ experience ; suc- 
cessful record; knows his business; now em- 
ae. desires to change; references. State 
salary and address ‘‘F.M.\\.,” care Printers’ Ink. 
VERY ADVERTINEH and mail-order dealer 
should ae THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
otvertigns cunel in America. Sample vay 
free. RN MONTHLY, 815 Grand 
Ave., Senane Oity, Me 0. 


~ ALARIED MEN—If youa are looking for a po- 
sition ofany kind, send for application 
blank, All claeess of reliable men whose creden- 
tials have been thoroughly and rw in- 
vestigated, furnished free to employ 
CREDENTIAL KMPLOYMENT CORPORATION, 
253 Broadway, New York. 


WV 4NTED—Two young men, not under 30, 

whose experience leads them to believe 
that they are born re managers, extra- 
ordinarily energetic, comprehensive men, able 
to successfully cope with emergencies, to create 
and hold trade. Address, giving complete de- 
tails about self and experience, “EXTRAOR- 
DINARY,” care of Printers’ Printers’ Ink. 


V 7 ANTED—Ca wpable, bond bondable salesman for 
New Tork (and vicinity), Philadelphia 
Washington and Louisville, one in each, to sell 
butter, eggs and cheese to the best retailers. 
Some experience in or familiarity with the line 
or trade desirabie, but not essential. Initial sal- 
ary $100 mp month, increase only limited by 
ability an ory <8 
“MA CPACTO ER,” care Printers’ Ink. 


NOPPORTUNITY FOR YOU—Many men fail 

to succeed through lack of opportunity. 

We lack the right men to fill hundreds of high- 

= opportunities now on our lists. We have 

xecutive, Clerical, Technical and Salesman 

positions, paying fro from $1,000 to $5,000 a year, 

which must ed at once. If you want to 

patter your condition write for plan and book- 

Offices in 12 cities. APG DS (Ine. ), Brain 
hy Suite 611, 309 Broadway, New York 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co} 
umns of PRINTERS’ INK, the business journal for 
adve! tisers, Dat per to "weekly at 10 Spruce Sr., 
New York. ch advertisements will be inserted 

at 20 cents per line, six words to the line. WRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the’ United States. 





Ten Years’ Experience 


on Metropolitan Newspaper in all Departments. 
I command large advertising patronage. Motto 
SOBRIETY, 
HONESTY 
ENERGY, 
RESULTS. 

Highest references. Who wants my services 
as Manager of a Daily or Weekly Newspaper! 

Address 


JAMES JACKSON, 
62 East 96th St., New York. 


ADVERTISING MANAGER 


33, of proven ability, tactful, resourceful and 
good disciplinurian, able to make judicious 
selection ‘Of media und to buy space to best 
advantage, seeks re-engagement in or near 
New York. Competent to formulate and 
carry out pians for the profitable develop- 
ment of business. Successful record for the 
iy six years with ge avert house rank- 

ng as one of the large advert: ers. —— 

lorsement. Address “ALER'’ 











XPERIENCED business woman will be open 

for position Feb. 1. Expert 5 
Ability to o: ize and Manage all departments 
—mail-order work, stenographers, shipping, 
bookkeeping, follow-up systems, card indexes, 
etc. Can construct catalogues, advertisements, 
circular letters along original lines. OUperates 
typewriter rapidly. Has established business 
connections that are valuable toany one in ma.1- 
order work. Al references. Straight salary or 
salary and | ~ em ‘Address ‘AMBITIOUS,” 
care Printers’ 


ANTED—Clerks end others with common 
school educations only, who wish to qual- 
ify for reaay positions at $2) a week and over, to 
write for free copy of ead new prospectus and 
endorsements from lea + | concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any ey "earn $1,500. - The best 
clothing adwriter in New York owes his suc- 
cess within yt months to my teachings. De- 
mand inter pply 
GEORGE Ht POWELL. Advertising and Rusi- 
ness Scopes, 82 Temple Cou:t, New York. 


DVERTISING MANAGER, now holding one 

of the most important advertising sitions 
in the United States with national vertiser, 
desires to make change. Wiil consider at once 
new connection with big concern desiring ex- 
clusive services of high-grade man. Am accus- 
tomed to handling big campaigns and appropri- 
ations, and can fuliy demonstrate in advance my 
ability to do so successfully; 24 years’ prac- 
tical experience (aud still a young man), em- 
bracing every phase of advertising, and includ- 
ing printing, drawing and designing, plate-mak- 
ing and ex ql buying of advertising space or 
paper stock, inks, ete. Can furnish any number 
of high-class references and proofs of various 
kinds, covering my experience and ability, as 
well as innumerable samples of my mail and 
publication advertising. that has brougbt, and 
is bringing, direct and large returns. Am nota 
mere »py grinder,” but an originator, di- 
rector - manager. Am getting a fair near 
now, but want a better one, and to this end wi 
to connect with some concern where the ney. 

‘limitations” are those set by individual abi 

ity. If ivterested address “W. A. M.,” care 
Printers’ Ink. 





— 
ADDRESSES FOR SALE. 


600 SAMPLE names, 25 cents. 3,000 Vt., $1. 
Complete N. E. towns. Write your al 
NEW ADDRESS CO., East Haverhill, N. H. 


1 25 ADDRESSES on rural routes out of 
9 Greeley, accurately compiled and 
printed, just completed. Give head of oy 
address, occu on, tenant or owner, name of 
ote: and children over fifteen years; $1. TRIB- 





Greeley, Colo. 





PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


7 E print cata] es, gues, booklets, circulars, adv. 
matter—all k Write for prices. THE 
BLAIR PTG. CO, , 514 Main St. Main St.. Cincinnati, O. 


G°s wy PRINTING—600 enve envelopes, $1.50; 1 Lane Soe 
. Other printing, same rate. SUN 
PUB. to. Paulsboro, N. J 
— +> 
POSTAGE STAMPS. 


H's HEST price for unused stam R. E. 
ORSER, 185 Dearborn St., Chicago. i. 





————_<+o»—__——_ 
ART PHOTOGRAPHS. 


1E 1ES. Genuine photos from 
URE Fase ees. MODELS’ LEAGUE, 
Pp. VU. Box 7, Wash., D.C, 
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PRINTING. 
pak at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,500(©@©). 263 Broadway, New York. 


——~+>————_ 
ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e St..New York. Service good and prompt. 
plnaiseaAS isin insta 


ADVERTISEMENT WRITERS. 


wit undertake writing and illustrating of 
literature for several more good houses, 
by the month or by the _. Ads, Booklets, 
Catalogues, Circulars, Follow-up Letters, ete.— 
not simply literary efforts, but underlaid with 
oT, thought-out “schemes” that get busi- 
ortfolio of samples, 10c. 'YDER- 
STEVENS CU., 355 Dearborn St., Chicago. 
oo 





PREMIUMS, 


ELIABLE goods are trade builders. Thou 

\ sands of suggestive premiums suitable for 

publishers and others from the foremost makers 

and wholesale Sag in ae, and kindred 

lines, 500-page li rice illustrated ——_. 
pubiehed SoSnally, id issue now ready 

MYERS CO.. 46w. 48-50 52 Maiden Laue, NS x. 





DECORA TED Til TIN BOXES. 


*P_HE appearance of a Of a package ofttimes sells it. 
r on cannot im foe how beautifully tin 
boxes can be decora' and how cheap they are, 
until you get our samples and quotations. Last 
year we fospaes among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for es tin desk re- 
minder called “* Do It aoe ad ad. is free; so are 
any ar les you may d 
KRICAN StOPPER GOMPANY, 
11 Verona Street, 
Brooklyn, New York. 

eon he largest ‘maker of Tiv Boxes ouseae of the 


— oe 
FOR SALE, 


FOR SALE—Democratic weekly with job office, 
doing good business; growing Kentucky 
a, $2.500. WALESBY, Louisville, Ky. 


‘HE Hutchinson Daily and Weekly BEE, with 

fine field and complete plant, is for sale at 

reat sacrifice. _— at once. J. F. LAWSON, 
fiutch hinson, Kan. 


poe SALE, PN ny gat P paper in city 

of 15,000, east central Michigan. with Cox 

Du plex Press and Morgenthaler.for $18, 000, $10,000 

down. § Splendid | eonery in a pest of 
he Si 

= d. KINGSTON, Doutnger Broker, Jackson, 
ich. 














sibin seaman 
WRITERS AND ILLUSTRATORS. 
RITERS, compilers, desi designers, illustrators, 

Our work is original,convincing and attract- 


ive—‘sells the gvods.” May we not hear from you! 
HELLEK-BARNHAM, Globe Bldg., Newark, N. J. 
—__+or—___ 


COIN CARDS, 


104 any printing. Samplesfree, KING 
xb = IcRLER, Beverly, Mass, 


$3 Less for more; any printing. 
0 THE CoN WRAPPER CO., Detroit. Mich, 


for $3. 10,000. $20. printing. 
1 3900 acme Coin Mailer Co., te ison, la, 
+o 
CLASS PUBLICATIONS. 


ARDWARE DEALERW’ MAGAZINE. Circu- 
lation 17,500(Q@@). 253 Broadway, New York. 
—_—__+o-——____ 





BOOKS. 


ppagents 5 THAT eg er book mailed 

Feat oe -& A * Lac. —_ i, event abd 
rade-Mar'! .F. a, B.C. 
Estabiished 1869. 


PRINTERS’ SUPPLIES. 


N EWSPAPER sib type net modern Roman, 
new, at MPIRE TYPE FOUN- 
DRY, Delevan, nS. 


TRADE JOURNALS. 


SS grey DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O@). 253 Broadway, New York. 
—_——+3o——— 


DESIGNERS AND ILLUSTRATORS. 


] ESIGNING, illustrating, engrossing, illumi- 
nating, engraving, lit ogruphing, art print- 
ing. THE KiNSLEY STUDIO, 245 B’way, N. Y. 


a 
HALF-TONES. 


Noes Aree HALF- — 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered » Moe hy cash accompanies the order, 
nd f 
KNOXVILLE TENG RAVING Co.. Knoxville, Tenn. 


MAIL- ORDER NO NOVELTIES. 


De. , grocers, optic opticians, cigar dealers, 
Send dime for 10 business weineees, sure 
winners. LYNNOX ADV. CO., Findlay, O. 


y RITE to-day for free *‘Book of Specialties,”’ 

an illustrated catalogue of latest imported 
and domestic novelties, watches, plated grein: 
cutler. ry and optical googs—wholesale only. 
SINGER BROS., Re Bowery, N. Y. 


——_—_+o 
POSTAL CARDS. 


P= and samples of post cards Write 
STANDARD, 61 Ann Street, N.Y, 


NEWSPAPER OPPORTUNITIES. 


JROPRIETOR of the most prosperous illus- 
trated weekly newspaper, established over 
forty years, seaboard city, population 650,000, 
whose other extensive interests make partner: 
sbip or transfer necessary, will consider pro- 
posais from ener; pone parties des'ring to engage 
in journalism Highest class suuscription. Cor- 
respondence must supply reference e8 in writing 
= — particulars. Address ** Y.J.,’’ Print- 








CARBON PAPER. 


YOU OUGHT TO READ 5. eainter 


Paper,” a brief treatise interesting to every user 
a carbon paper. Write to us on your printed 
stationery, and learn some things you never 
knew before. _ may save muney—we make 
some, CLARK & ZUGALLA 100 Gold 8t., N. Y. 


PRESS CLIPPINGS. 


Sian, cover Press Clipping Bureau, Topeka, 
Fan covers only Kan., Mo., Ark., ‘Yex., oe A 





——— 
CEDAR CHESTS. 


Mor: -PROOF Cedar Chests—Made of fragrant 

eo red Cy and absolutely proof 

ogpninegs oths. Prices low. Send for booklet. 
EUMONT FURNITORE C0., Statesville. N N.C 


s UPPLIKS. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices trom F' NK & 
SON, Printers, 5th, near Chestnut, Philadelpnia. 


V D. WILSON PRINTING INK Cuw., Limited, 
e of 17 Sprnce St., New York, sell more mug- 
oe cut inks than any other ink bouse in the 
tri 
Speceal prices to cash buyers. 


ERNARD’S Cold Water Paste is used exclu 

sively by the U. 8S. Press Clipping Bureau 

and numerous publishers who learned of its 

inerits through our sample package, which is 

free. BERNARD’S AGENCY, Tribune Building, 
Chicago. 


DB eae non-explosive, non-burning sub- 
stitute for lye und gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
and manufactured by the DOXO MAN’F’G CO., 
Clinton, Ia. 














#4 
ADVERTISING MEDIA. 


0 CENTS per line for advertising in THE 
1 JUNIOR, Bethlehem, Pa. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@©). 253 Broadway, New York. 
fr. HE EVANGEL, 
nton, Pa. 
Thirteenth year; 2c. agate line. 
[.HE HERALD.—Twentieth year. _ 
Spriegview, Keya Paha Co., Neb. 
4,370 readers in 1904. 

NY person advertising in PRINTERS’ INK to 
A the amount of $10 or more is entitled to re- 
ceive tne paper for one year. 

EKFECT copper haif-tones, 1-col., $1 ; larger 
10c_per in THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio, 
OWELL (Mich.) LEDGER, weekly. Av. for 
1904, 1,359. High-class circulation among 
prosperous fruit growers, farmers and villagers. 
66 R=. ESTATE,” Amsterdam, N. Y., circu- 


lation 3,000, for real estate dealers and 
Names of buyers each 





owners. $1.00 a, year. 
month, 


BE TROY (O.) RECORD is the only small 
town daily in the whole wide world success- 
fully published without a weekly, edition, a 
job department or county or city legal adver- 
ising as bocsters. 
EARN SHOW WINDOW TRIMMING!—Full 
course of lessons for the country merchantin 
The Cincinnati Trade Review. Send 25 cents 
for one year’s trial subscription. THE CINCIN- 
NATL TRADI REVIEW. Cincinnati, Ohio. 


RABTREE’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 50,000 circulation guaran- 
teed, proven; 200,000 readers. Best medium 
South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 








A PROSPEROUS 
CLASS OF PEOPLE. 


SOUTHEASTERN OHIU. 


THE ZANESVILLE SIGNAL 


is the only paper that reaches the pros- 
perous and intelligent class of people 
living in Southeastern Ohio. This terri- 
tory cannot be covered without the 
SIGNAL, because the big city papers 
reach in to a very limited extent. Here 
is a testimonial sent to Newspaperdom 
without our knowledge : 


Tue Grant Dry Goops Co., 
Dry (ioods, Carpets, Zanesville, Ohio. 
H. Craig Dare, Esq., N. Y.: 

Dear Sir—Replying to your favor with 
reference to the Zanesville SIGNAL as an 
advertising medium, would state that 
our experience is very satisfactory. It 
brings business and 1s read bya large 
number of people contiguous to this 
neighborhood. The publisher is wide- 
awake and keeps pushing for all the 
business he can get. Yours truly, 

THE GRANT Dry Goons Co. 


The Zanesville SIGNAL produces splen- 
did results for advertisers. Circulation, 
guaranteed, exceeding 5,000. Rate, 14 
cents an inch, flat, 


THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 
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ADVERTISING NOVELTIES. 


AS wanted to sell ad novelties; 25¢ com. 
3 samples, 10c. J.C. KENYON, Owego, N. Y 
66 


MAMA,” latest novelty advertising 
9 card; sample and prices, 4c. 
SOLLIDAY NOV. ADV. WORKS, Knox, Ind. 


PULVEROID SIGNS; lightest, cheapest, most 
durable and attractive indoor sign. Com- 
plete line of Pulveroid Novelties and Buttons 
Samples free. F. F, PULVER CO., Rochester. N.Y. 


ya for sample and price new compination 
Kitchen Hook and sill File. Keeps your aa 
before the housewife and business man. TIE 
WHITEHKAD & HOAG CU., Newark, N. J. 
Branches in all large cities. 


JREMLUMS OR CONVENTION SOUVENIRS, 
made from nails, They’re attractive, sub 
stantial and cheap. Sample, a World’s Fuir 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, 0. 
The latest nov- 


‘ 
Color Barometers. "2fes.2%; 
maiied in wi ebay enny postage. $25 per 
1.000. including imprint. Send 10c. for sample. 
FINK & dUN, oth, above Chestnut, Philadelphia. 


(aE VICTOR TELEPHONE INDEX, ae an 
advertising medium, affords u permn- 
nent and profitable business to any one fa- 
miliar with advertising as a business. It ap- 
beciag especially to printers, advertising solici- 

rs and wo an ge corporations. Exclusive 
territory assigned to responsible parties. See 
our illustrat ad in Printers’ Ink of Dec. 28. 
Correspondence solicited. VICTOR NOVELTY 
CO., Dept. C, Boston, Mass. 


| Buy for Cash 


quantities, any 
counter-selling 
lici or 





for export, in large 
original and ‘worth 





th, 
attractive sundries which 
I judgment, adapted to for- 
eign drug or allied trades—anything, in 
fact, which the retailer will buy and 
can sell. No trash wanted. There are 


no advertising schemes or other tails to 


this kite—merel straightfor- 
wai ness. will pay mone 
for all the desirable novelties I can find. 
I am a “cinch” for any manufacturer 
with good goods, but no capital to ex- 
loit them with, who would give dol- 
rs to know my name and address. 
Plenty of sound references. 


WM. A. RICHARDSON, 
84 Central St., Boston. 


clean, 








MAIL ORDER, 


M AIL-ORDER ADVERTISERS—Try house to 
house advertising; it wii! pay you 2 Our 
men will deliver your circujars and catalo 
direct to the mail-order buyer. 
eeage who never see Cre of any description 
year’s end another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are in a position to place advertisin 
matter in the hands of any desired c c OUR 
DISTRIBUTORS’ DIRECTORY will be sent free 
ofc re to advertisers who desire to make con- 
tracts direct with the distributor. We guaran- 


NATIONAL ADVERT NO? 
} NAL KRTISING CO., 700 Vakl 
Bank Building, Chicago _ 





———-(1or—_—_——_ 
IMITATION TYPEWRITTEN LETTERS. 
MITATION Typewritten Letters of the highest 
aol ae had —— eT: matching ink, 
. Samples for stamp. § . CO., 812 
Broadway Toledo, Ohio. . 

—_—_—. 

MAILING MACHINES. 

THE DICK MATCHLESS MAILEK, lizhtest and 
2. F. J _ VALENTINE, 





quickest. Price $1 , 
Mfr., 178 Vermont St., Buffalo, N. Y. 














PRINTERS’ 


PRICE CARDS. 


epee samples of our handsome = cards, 
e in various styles, 40c. per 100up. BID- 
DLE 'P-« P. 0.c CO., 10th and Filbert Sis., Phiia., Pa. 


SPECIALIZED PUBLICATIONS. 

ARDWARE DEALERS’ MAGAZINE. Circu- 

lation 17,500 (OO). 253 Broadway, New York. 
———_ +3 
ELECTROTYPE IRS. 

make the electrotypes for PRINTERS’ INK. 

We dothe Siarbap At 2 for some of the 

Write us for 

‘& CALDER, 45 








w* 
largest advertisers in the coun 
rices. WEBSTER, CRAWF OR. 
ose St., New York. 


—_—~or——_——— 
HOUSE-TO-HOUSE DISTRIBUTING. 


A THOROUGH and judicious hvuse-to-house 

distribution of prin matter or samples 
will produce quick and satisfactory returns for 
any general advertiser whose goods are meri- 
torious and are on sale at dealers, because your 
advertisement can be made to tell the whole 
story at just the cost of po hE and stock. 
Your advertisement is placed directly into the 
homes to the exclusion of all others. 

A majority of the heaviest users of different 
3 of advertising issue the greatest quantities 

matter or samples for house-to-house 
ois ribution. 

For over fourteen years | have devoted my 
whole time to the general house-to-house dis- 
tribution of advertising matter, taking full con- 
trol for many leading general advertisers, and 
have given such general satisfaction that my 
system is now recognized as the only established 
agency of aoe reputation. I make a thorough 
guaranteed house-to-house distribution of print- 
dl matter or samples in every town and city of 

rtance in the United States, through reli- 
able , experienced local men at each point, who 
‘e this work their exclusive business and 
7 rintend the distribution of all 
ect is to interest more advertis- 
ers in this Dart cular branch of advertising, and 
Ishall be pleased to describe my system fully 
upon application. 
WILL A. MOLTON, 
National Advertising Distributer, 
Main Office, 442 St. Clair St., Cleveland, O 
———__ +e —_ 
ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace ste — adaressing machine. A 
ecard index system of addressing used by the 

largest publishers throughout the country. Sena 

A circulars. We 2 , 3k at low rates. 
LACK & CO.. t., New York. 

1310 Pontiac i. tas Deasbeee 8t., ’ Chicago, Ih. 


\ ae STANDARD AUTO ADDRESSER is a high 
dressing machine, run by motor or 
foot oa System embodies card index idea, 
Prints visibly; perforated card used; errors im- 
posetthes operation simple. Correspondence so- 
ici 
B. F. JOLINE & CO., 
128 Liberty St., New York. 
PAPER. 
B BASSETT & SUTPHIN, 
45 Beekman St.. New York C ity 
ted papers a specialty. one Perfect 
wh hite for high-grade catalogues 
ee 
CARD INDEX SUPPLIES. 
AVE money by bu. ayia buying from the manufact- 
pA gl Index card supplies for all makes of 
e 
STANDARD INDEX CARD CO.. 
Rittenhouse Bldg., Phila. 
cements 
ILLUSTRATIONS. 
Serene CUTS. Stamp forfolder. CAR- 
VETH, Artist. 8, 1612 Wabash Ave., Chicago. 
Oe ee 
ADVERTISEMENT CONSTRUCTORS. 











RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way 
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New CUTS and advertising copy for your lina 
are cheap enough by our method. ART 
LEAGUE, New York. 
DVT. WASTING — netting more. 
Been at it 14 yea 
JitD SC ‘ARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


PRINTING 
Of every description, the way it should be done. 
Mailing slips, price lists, circulars, booklets and 
business announcements of all kinds a speciaity. 
Ane. Sg and a fair price always guaranteed. 
Try us if you want to be pleased. 
PRINTERS’ INK PRESS, 
45 Rose Strect, New York, N. Y. 


W WHAT IS YOUR TARGET! 
* ae class do you aim yours advertising! 
so 





Have Ny “‘air-tighi”’ 
that most. Beg old stuff is — enough for those 
who must come to you any 


if thatis your a ~All you seals 

have no use for me. t (and here is where I 

“butt into tne game’’) xt. may have lots of 

“warm” competition—some of it extra keen (I’ve 

known such cases)—and then, what! Why then, 

when you send out an ink and paper “salesman” 
through the mails, you must see that his “get 
up” and talk do not discount that extra excel- 
lence you claim for your stuff. I work only for 
roche unwilling to pay postage merely to fatten 

aste-paper baskets with that “costliest” of all 
printed matter—i. e., the “chea Sa ae to-be- 
thrown-away-on- -sight kind. 
be interested in some of the “things” | 

for those waste-basket “foilers!’ A letter a 

gestive of Ped business will receive my 

prompt atter 

No. 37. FRANCIST, MAULE, 402 Sansom St., Phila. 

a 
SIGNS. 

A HOKE-PROCESS Big $teel $ign on the out- 
side of a store selling your goods is seen 
alao by the thousands who deal at other 
— itis that much better than an in-door 

ign 

A sel size for placing under show windows 

12x42 inches and costs 50c., or less in 
quantities 

Being printed with real oil paint they last for 

ears—in fact much longer than the best 
and-made $ign. 

a appropriation should include 





Special sample,  naaemae by express, on receipt of 
copy and 50 
The $am Hoke Sign Shops, New York. 
630 West 52d St. (North River). 
ee 


PUBLISHING te ee OPPORTUNI- 


ties. 
OUNDATION for local monthly.’ 

Buyer should have imaginati e 
Be able to see possibilities of property. 
One who eae business 
Can make present $2.000 value worth $20,000, 
This 1s an opportunity — far overlooked. 
Will you call or write 

Ey TERSON P. HARRIS, 
253 Broadway, New York, 
Dealer in Publishing Property. 
mr 


Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents a line. Must be handed in one 
week inadvance. Displaytypemay 

be used if desired. 


CALIFORNIA. 
G OLDEN GATE ADVERTISING CO., 3400-3402 
J Sixteenth St., San Francisco, Cal. 


URTIS-NEWHALL CO., Loe hammien, Co Cal. Es- 
tablished 1895, Largest and best 
advertising agency on Pacific Coast. Write us, 


ARNHART AND S\VASEY, San Francisco— 
Largest agency west of C’ hicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls. cars, distributing. 


MISSOURI. 
H. * W.K aM TOR & SONS ADVERTISING COM- 


Y Latin Building, St. Louis, Mo. 
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NEW JERSEY. 


AIL order advertisin; 7 jalty. THE 
STANLEY DAY AGENC AGENCY, ewmasket; ‘NJ. 


NEW YOR} W YORE. 


te 4 AGENCY, 1 Madison ae 
Medica! journal advertising a, 


ORE _— & CO., Advertising Agents, 44 Broad 
St., N. Y. Private wires, Boston, Phila, ete. 


A"s gene FRANK & CO., 25 Broad Street, N. Y. 


ing of all kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING CORPO 
NATION, Woodbridge Building, ry William 
anne cores of Jonn, New York. A reliable, 
fog nes advertising agency, ~~ 
trolling. first-c accounts. Customers re pase 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO. 
CS Fk. RUNEY, Runey Bldg., Cincin- 
nati, O. Newspaper, Magazine, Out-aoo' r 
Adveitising. Printing, Designs, Writings. 


PENNSYLVANIA. 
MRE H. L. IRELAND ADVERTISING AGENCY, 
(Established 1890), 
925 Chestnut Street, Philadelphia. 


RHODE ISLAND. 
F¥. OSTBY AGENCY, Providence— Bright, 
e cateby “ad ideas,” magazine, news 
paper adv. 


CANADA, 
ee 4 appropriations for Canada are the 
rule with American Advertisers. We can 
achieve results through intelligent selection of 
ng a Cao no agency outside of Can- 
Write us, THE DESBARATS AD- 
VERTISING AGENCY, Ltd., Montreal. 








INK. 
There are 1,501,963 Sunday- 
school _ superintendents and 


teachers in the United States and 
Canada. 

About one in every ten of them 
is a reader of 


Ehe Sanday Spool Canes 


Of all this million and a half 
THE SuNDAY SCHOOL TIMES’s 
one-tenth are the most intelligent, 
wide-awake, progressive Sunday- 
school workers—the honor list of 
efficient Sunday-school superin- 
tendents and teachers of different 
denominations—adults only. 

These are not the richest people, 
but they are the people who have 
the kind of homes by which the 
neighborhood at its best and the 
nation at its best like to be known, 


8o0c. per line or $11.20 per inch, 
We Shall Be Pleased To Hear From You. 46. 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg-. Philad’a, Pa. 

















people exceedingly 


money 
ae the state annually. Many t 
he farmers are using improved farm 


GaZzETTE is the onl; 
where the A. & M. 
authority on Farm and Home matters, I 
wealthy pl 
poy number. 
to be reliable. Sixtee: 





Pp he Pp 

also the good votes Peootved £01 for tire bulk of the 1904 cotton cro, 
in the hands of the people. The lumber industry is br maine t many millions of dollars 
train loads of vegetables and fruits are shipped 
machinery, raising pure bred stock,and producivg 
somal on a single acre than =f formerly obtained FaRM 
cultural journal published in the State. 

HNege and the Experiment Station are located. and is recogn 
t is mailed on the 1st and 15th of each month to 7,000 
antersand farmers. We are anxious to prove to you that we never Magee less than 
No whisky, obscene or en gp ey are inse 


MISSISSIPPI’S PAPER 


Mississippi is to-day the most prosperous State in the Union. The low price of cotton cre- 
ated a diversification of oc whicn has rapidly increased t 
rice received for the large 1 


the o regulates and made the 
cotton crop, and 
, has placed millions of surplus 


daily in season. 


from twoorthree. The SOUTHERN 
It is published at pee 


- The advertisers 
to page. Length of columns, 12 


guaran = pages. fo r columns 
inches width, 24 inches. Forms close fi jays before date of issue. Rates, 5c. per agate line. 


SOUTHERN FARM GAZETTE, Starkville, Miss. 











The Progressive Doctor| 
Buys Everything 


which will help him in his line of work so 


far as his professional income will admit. 
16,000 PROGRESSIVE DOCTORS 


read the MONTHLY CYCLOPADIA OF PRACTICAL 
MEDICINE regularly. 


F. A. DAVIS COMPANY, Publishers, - 





PHILADELPHIA, PA. 
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f= More About Good 
= Copy. 


Our Mr. Fairman has just completed the writing of an exten- 
sive series of newspaper advertisements for a leading publishing 
house, and is now preparing a similar series for one of the fore- 
most American Trust Companies. He devotes his entire time to 
the preparation of forcible business-bringing copy for those who 
realize the importance of good copy, and are willing to pay a 
reasonable price for it. 

We would be glad to hear from advertisers of this type— 
those who know that the copy really sells the goods, and that it 
is folly to buy valuable space and fill it with words which lack 
the true elements of salesmanship. 

Write us about this or any other advertising matter which 
may be upon your mind, 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 








Agents Wanted to Sell 
RIPANS BLUE GLASS INHALER 


Sent by mail to any address, postage paid, on receipt of price, 50 cents. 





The RIPANS BLUE GLASS INHALER is a powerful and effective remedy for Colds, Sore 
Throat Asthma, Hay Fever, Bronchitis, Tonsilitis and all Diseases of the Nose, 
Throat and Air Passages. 


The inventor or discoverer of this INHALER isa man of nearly seventy years. In his 
twentieth year, nearly fifty years ago, he suffered from a diphtheritic sore throat and has never 
since been wholly free from annoyances suggesting, more or less, the origin of the trouble, Colds, 
hay fever, wet feet, asthmatic attacks, stormy days, have each served to bring the tendency into 
unpleasing promi e. Hist dies have been care against exposure, expectorants and gar- 
gles, especially gargles. Three years ago he was led to experiment with the new substances 
that compose the renewing fluid of The Blue Glass Inhaler and was amazed at the relief he ex- 
perienced. A single application of the Inhaler, used through the mouth, was generally effective 
for a day, and repeated applications on occasion, more and more remote, practically banished 
the complaint, which, if it now shows any tendency to return, succumbs so immediately to a 
single treatment that the patient enjoys a freedom from throat trouble he had not previously 
known in more than forty years. He is heard frequently to assert that could he not obtain 
another, he would not for a thousand dollars part with his Inhaler and the small bottle of the 
renewing fluid that suffices to revive its powers after three months’ usage. 

Libera: terms to agents and exclusive territory given by special agreement 


Address the Manufacturers 


THE RIPANS CHEMICAL COMPANY, No. 10 Spruce St., New York. 
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Do You Want Business From The South? 


If you want to reach the prosperous country people of the best section of the pros- 
perous South, you will use 


Crabtree’s Chattanooga Press 


a weekly newspaper with guaranteed, proven circulation. A uniform rate, fair treat- 
ment and a square deal to advertisers. Over 30,000 new subscribers added in eight 
months, Circulation growing at the rate of 2,000 per week. Will have 


CIRCULATION OF 100,000 


by July 1, 1905. Actual paid subscription list January 1, 1905, 50.000. Write for 
rates, or ask your agent. 


W. R. CRABTREE, Publisher, Chattanooga, Tenn. 














Clay’s Review of Denver 
COLORADO. 


Not a personal, trade, lodge, nor class organ, but an original, independent, liberal 
weekly of crisp comment and general circulation. 


Actual average circulation for 1904, 70,926 


SPECIMEN INDORSEMENT. 
DENVER, CoLo.. Novembef 19, 1904. 
PERRY A. CLAY, City. 

Dear Str: We are running an ad of the New Model Unjversal Adding and Listin 
Mechine in CLay’s KEViIEW. and I take pleasure in informing you that we have | 
TWENTY-SIX inquiries resulting from the ad up to date. I expect that TWENTY sales will 
materialize through this influence alone. CLAY’s REVIEW is the only Denver publication in 
which we advertise, and in our opinion it is the best advertising medium in the West. 

beey Ky 











Pay As You Go. 
“‘ Pay what you owe and what you’re worth you'll know,” is an 
old maxim, but one that is not followed generally by the print- 


& 
ing fraternity. Many of the publishers and printers throughout 
the country seem to have a mania for ordering more goods than 
they actually need, and consequently are always in debt ana 
borrowing from Peter to pay Paul. Sooner or later the crash 


x ERTOCHY & Co., General Western Agents. 


happens and the struggles of a lifetime go for naught. Go 
into any of my customer’s shops, and you will not see their 
shelves groaning with dead stock. They buy just what they 
need and pay as they go, and when they end of the year rolls 
around, they don’t have to hide from their creditors. This is the 
month to make a good beginning. Send for my price list and 
compare it with what you formerly paid for inks on credit. 
When my goods fall down, your money is refunded along with 
the freight or express charges. 


ADDRESS 
PRINTERS INK JONSON, 
17 Spruce Street, NEW YORK. 
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Between the work of the Advertising Agent 
and the work of the Advertiser’s selling force 
is a gap hitherto unfilled. 

Publicity has been bought, delivered and 
paid for, and only partially used. 

The trouble has been that the Advertising 
Agent has valued newspaper and magazine 
space too highly, and the salesmen have not 
valued it highly enough. 

Failure to emphasize the publicity paid for, 
seems like buying a steam engine and throw- 
ing it into the scrap heap. Properly used, 
publicity is a powerful trade lever for the 
salesmen and they can be made to realize it. 
But advertising, and practical ‘‘ backing-up” 
that should go with it, can best be planned 
and directed by the advertising agent who is 
also a successful business man—who knows 
by having won success in the actual making 
and marketing of goods. 

No general selling campaign is complete 
without four elements: 

1. Publicity. 

2. Direct Mail Drumming. 

3. Successful marketing experience by the 

agent. 

4. Salesmen. 

Business-like, economical selling is a big 
problem, but we have for it a definite and 
positive solution. 

We will tell you all about it without cost— 
if you say $0. 





, 
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182 William Street, 


The Bates Advertising Co. 


CONVERSE D. MARSH, Chairman of Executive Committee 


New York Ci 
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VERY PLAIN TALK. 


Newport, TENN., Jan. 12, 1905. 
Printers’ Ink Publishing Co.: 
GENTLEMEN—We have been subscrib- 
ers of your journal for some time, and 
have not heretofore come to you with 
any kick or dispute to settle. Therefore, 
we ask that you publish the following 
article, which we desire printed for the 
good of the_ publishers generally 
throughout the United States, and also 
that we may have your opinion as to 
who is in the right in the matter. 
On March 26, 1903, we signed a con- 
tract for running an ad for Cheney 
Medicine Co., of Toledo, Ohio, to be 
aid for semi-annually. The ad was to 
e “set in eight point type, not to be 
oo gees by any paid notice, and on 
cal, county news, or editorial page.” 
We run the notice fifteen months with- 
out sending bill, as the amount was 
small. During that time we sent them 
the paper regularly, and supposed the 
ad was run in accordance with their 
wishes, as they made no complaint, and 
at no time did they ever write us that 
the position was wrong. When we Sent 
them a bill, they remitted for nine 
months only, and wrote us that the ad 
was placed in the wrong position six 
months, and as the contract had not been 
carried out on our part they wou'd 
not pay for that time. We investigated 
the matter, and found that they were 
correct about it; the ad had not been 
placed in the position specified, on 
account of the carelessness of our print- 
er. We wrote them as much and told 
them that under the circumstances we 
would deduct one half from the bill, 
and asked them to remit balance, They 
replied that unless the contract = 
carried out exactly, the ad was of ‘ 
use whatever” to them and they could 
not “pay anything at all” for the ad 
during the six months it was in wrong 
“or We spoke of the matter to 
Kr. ’. Gardner, editor of the 
Weeks, published here, and found they 
had done him the same way, only he 
lost, we believe, a year instead of six 
months. We have been in the news- 
aper business five years and have 
fandled our share of foreign rai 
during that time and have never ha 
such an experience before. It has been 
customary with all the respectable ad- 
vertisers we have dealt with to notify 
us when their ads were placed incorrect- 
ly. and when settlement was made, they 
always willingly allowed one- half pay 
for incorrect insertions. We _ believe 
the above case is only one of thousands, 
and you will be doing the newspapers 
enerally a great service by giving space 
in Printers’ INK for the above, and 
commenting thereon as your judgment 
suggests. Very truly, 
M. A. RoapMan, 
Mer. Plain Talk. 


No one knows better than you do 
whether you did or did not put the 
advertisement where it had been 
specified that it should go. 

You admit that for six months 
you did not give the position spe- 
cified, and that the fault arose in 
your own office, from the careless- 


ness of a printer or make-up man. 
You had a right to beg for mercy 
and suggest that you get half price 
for the faulty issue, but you had 
no right to demand half price nor 
any pay whatever. 

The Cheney Company were 
within their right when they de- 
clined to give any compensation 
whatever for a service not render- 
ed in accordance with the specifica- 
tions they had plainly set down in 
advance. 

There is too great a tendency 
to carelessness in newspaper Offices, 
and large advertisers find it ad- 
visable to hold every newspaper 
to the letter of the contract. 

Many large advertisers count, to 
a considerable extent, upon free 
advertising to be obtained in this 
way, and they are entitled to all 
they get, and if it teaches the 
newspaper man the good lesson to 
read his contract before he com- 
mences to carry it out the experi- 
ence is worth to him all that it has 
cost. 

If this is Mr. Roadman’s first 
experience it would indicate that 
he is too good a business man to 
fall into many pitfalls of the sort 
here dealt with. 

Printers’ INK would advise Mr. 
Roadman to do these things: First, 
have a heart-to-heart talk with 
the make-up man who was re- 
sponsible for the fault. Second, 
write to the Cheney Medicine Co., 
tell them they are right, apologize 
for having asked of them money 
that was not your due, and thank 
them for teaching you a lesson, 
promising—in good faith too—not 
to forget it; and then, third and 
last, put all such contracts, in the 
future, into the waste basket unless 
you get at least double price for 
the service. Even then they are an 
injury to your paper, an injustice 
to your other advertisers and a re- 
flection upon your business sa- 
gacity. 

Printers’ INK is not a journal 
for newspaper men; it is a journal 
for advertisers, and the Little 
Schoolmaster takes this occasion 
to commend the methods of the 
Cheney Medicine Co. They are 
doing missionary work for the 
great community of general adver- 
tisers, 
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A BRITISHER’S VIEW. 

“CROHAM,” CASTLEBAR Park Roab, 

; Lonpon, Jan. 3, 1905. 
Editor of Printers’ INK: 

On the same day as that on which I 
received the number of PRINTERS’ INK 
containing Mr, Condy’s letter, I was 
rather struck by the coincidence that the 
hospital nurse in attendance on my wife 
should ask me to “Pass the Condy’s.” 
Nothing remarkable in that you_ say. 
But wait. We had no Condy’s Fluid, 
and as she had ordered the disinfectants 
herself she must have known it, and 
when I said so she replied, ‘“‘I mean the 
potassium permanganate, it’s the same 
thing.”’ I wondered if it was and what 
Mr. Condy would have to say-on the 
subject, I likewise wondered whether 
Mr. Paul Derrick or any of your enter- 
prising agents with London offices had 
noticed Mr. Condy’s letter and had 
followed the matter up, for if ever a 
field was ‘‘White unto harvest” it is 
that of disinfectants. 


The Christmas holidays have passed 
since the above occurred and I have 
asked several of my friends of what 
disinfectants they know. Three men- 
tioned one, in each case a different 
name, but none knew the cost, nor even 
whether it was put up in liquid or in 
solid form. Asked what they ordered 
when they bought disinfectants they re- 
plied, “Oh we only get it in the very 
hot weather and then we send for a tin 
of disinfectant.” They all know what 
Grape-nuts is and they all know what 
Odol is, and yet think of the number 
both of breakfast foods and of tooth 
preparations on the market. Is it not 
obvious then that the first maker of a 
good disinfectant who starts a_ well 
planned advertising campaign is bound 
to make a grand success of it. Such a 
campaign must necessarily be educa- 
tional to a certain extent for some time, 
as doubtless many are of the same 
opinion as my friend who only uses 
them ‘in the very hot weather.” But 
how little education is needed in com- 
parison with, say, that of converting a 
man from “ham and eggs” to a patent 
breakfast food. Don’t think though that 
there is no advertising of disinfectants 
over here—only to-day when in one of 
the conveniences at an_ Underground 
Railway station T saw a mirror sign w't' 
the legend “‘Teyes’ Fluid—Awarded r1o 
Medals.” The mirror was cracked and 
the damage thereto seemed to me in 
keeping with the idea of advertising in 
a place that had apparently not been 
disinfected for weeks, perhaps, indeed, 
mot since “the very hot weather’! 
About as sensible an ad in fact as it 
would be to post a bill of a perfume on 
the walls of a guano works 

‘And then I suppose within a week or 
two of one man starting, thoroughly ad- 
vertising a disinfectant, he will have 
half-a-score of imitators. It seems to 
me that advertising has its fashions, else 
why should there be half-a-dozen cocoas 
and not one coffee? Why several cor- 
sets and not one hose? Why many, best 
extracts and not one potted meat? Why? 

Yours truly, 
W. Jj. Casey. 


PRINTERS’ INK, 
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AN APPRECIATION. 
Lorain, O., Jan. 13, 1905. 
Editor of Printers’ INK: 

Having charge of the advertising end 
of a daily. I take this means of con- 
gratulating you upon the excellent ar- 
ticles in your recent edition upon ad- 
vertising and circulation, and especiall 
the article entitled “The Creative Ad. 
vertising Solicitor.” The old saying 
that an artist is born not made might 
well apply to the advertising solicitor 
or — as you may term him. A fel- 
low I believe who hasn’t it in him may 
read and study all his life and yet never 
make a successful solicitor. In the first 
place I believe the solicitor must. be a 
good judge of human nature and must 
also study the man from_whom he is 
going to solicit business. He must -also 
now when that man is in the mood to 
talk business and when he should leave 
him alone. It is a fact that there are 
hardly two men who can be approached 
in the same manner, and it is up to the 
solicitor himself to know how each 
patron must be approached, for all the 
reading he may do as to what consti- 
tutes the successful solicitor cannot 
decide that oint for him. A 
very important fact brought out in your 
valuable article was, that a solicitor 
must know when to tell his story, and 
also when he has that story told, and 
when he should take his leave. It is 
too often the case that many solicitors 
are over anxious for business and make 
themselves a bore which quickly kills 
all the good he may have done before. 

The articles on circulation and want 
ads were indeed excellent, and the fellow 
who cannot get some valuable hints 
from them must be shallow. Us little 
fellows out here in the country ap- 
preciate that kind of literature and hope 
you’will be kind enough to favor us 
with more of it in the future. 

The writer often thought that articles 
from the pens of various solicitors who 
have charge of daily papers would make 
interesting reading to the hundreds of 
newspaper solicitors who look upon your 
valuable paper with much interest and 
respect, 

rusting that you will pardon this in- 
trusion I beg the privilege to remain 
with best wishes, Yours sincerely, 
A. J. Kern. 
ee 
A WISE INVESTMENT. 

Tue Georce Eturipce CoMPANyY, 
“Successful Advertising.” 
Decker Building, Union Square. 

New York, Jan. 12, 1905. 
Editor of Printers’ INK: 

You will find enclosed our check for 
$30 in payment for fifteen annual sub- 
scriptions to PRINTERS’ INK, to be sent 
to the names on attached list. These 
are our outside men and the heads of 
our departments. The reason we are 
subscribing for Printers’ INK for them 
is that we want them to read it. The 
reason that we want them to read it is 
that we do not believe any man in the 
advertising business can attain the full 
measure of his usefulness unless he 
reads the Little Schoolmaster every 
week in the year. Yours very truly, 

Georce Etueipcsg. 
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THE SIX BEST MAIL-ORDER 
PUBLICATIONS. 


Tue Ap CLus 
Of Western New York. 
Burrato, N. Y., Jan. 9, 1905. 
‘Pditor of Printers’ INK: 

What are the best five or six mail- 

order publications in this country. 
Yours truly, 
Fincey H. GREENE. 

The Little Schoolmaster sub- 
mitted the above question to Mr. 
W. F. Hamblin of the Geo. P. 
Rowell Advertising Company. Mr. 
Hamblin thought the following six 
publications were best and he 
based his opinion on actual results 
obtained for clients: 

Everybody’s Magazine, Ladies’ Home 
Journal, ‘oman’s Magazine, Saturday 
Evenine Post, McClure’s Magazine 
and Collier’s Weekly. 


Opinions of pupils of PRINTERS’ 
INK regarding the above question 
are invited and the lists sent in 
will be published. The one given 
by Mr. Hamblin is a mighty good 
one, yet the Little Schoolmaster 
thinks that interesting variations 
may be possible. 

—_+»>—— 


“THE SOONER THE BETTER.” 
W. W. Mann & Co., 
General Merchants. 
STITTSVILLE, ONT., Jan. 12, 1905. 
Editor of Printers’ INK: 
I for another would be highly de 
lighted to see a ‘Store Management De- 
artment” opened in your valuable 
Little Schoolmaster. 
The sooner the better. 
Yours “10” dearly, 
W. W. Mann & Co. 


—— + 


PLEASANT METHODS IN 
CINE ADVERTISING. 


Not many years ago our medicine men 
advertised their remedies by pictures of 
men and women in anguish from divers 
diseases. Now the pictorial invalids are 
all beautiful and in blooming health, 
often reclining gracefully in charming 
neglige, while they sip mineral waters 
or eat medicated candy. The names of 
the diseases, they cou!d hardly be called 
complaints, to be cured are appended, 
but there is no look of worry or ap- 
prehension on their smiling faces, for 
they know they can be easily and pleas- 
antly cured. Formerly long lists of 
distressing symptoms were forced upon 
our attention and under the influence of 
the suggestion we found on introspec- 
tion that we had most of them. Now 
we are appealed to on every hand to be 
well and strong, and we unconsciously 
are affected by it; how much none can 
say. If mental suggestion will not set 
a broken leg, it is not certain that it 
will not stimulate a phagocyte to kill a 
microbe.—The Independent. 


MEDI. 


CREATING A MARKET FOR A 
WASTE PRODUCT. 


A London firm had been importing 
from the United States considerable 
quantities of water-ground mica, which 
is used in the manufacture of wall- 
paper. Sometimes a few barrels would be 
shipped in which the mineral had been 
ground to a grade of fineness unsuitable 
to the ordinary purpose of ground mica, 

By degrees several hundredweights of 
utterly unsalable mica thus accumulat- 
ed. it was not worth the freight of re- 
shipment to the mine, so when the quan- 
tity accumulated had become embarrass- 
ing the importers began to cast about 
for some means of getting rid of it. 
The idea occurred to them of packing 
the rejected mica in small boxes, and 
advertising it for decorating Christmas 
trees at sixpence a box—water-ground 
mica being ‘a light, impalpable powder, 
not unlike newly fallen snow. 

The quantity of mica given for six- 
pence raised the price to many times 
the rate paid by wall-paper manufactur- 
ers for a suitable grade of the same sub- 
stance. But the advertised ‘‘frost,” with 
an attractive label and a fancy name, 
was so gladly received by the public that 
the rejected accumulation was soon 
worked off at a very large profit, and 
the importers, during several successive 
Christmas seasons, were obliged to use 
» many barrels of their ordinary mer- 
chantable mica as “frost” in order to 
meet the demand.—London Times. 





a ee 
A HEAVY DISCOUNT ON ADVER- 
TISING STATEMENTS. 


Even when advertisements are con- 
fined in newspapers to a very brief and 
boldly displayed announcement, a wise 
advertiser will use great precaution to 
avoid the extravagance sometimes asso- 
ciated by the public mind with large 
type; and, while “the irony of the under- 
statement” can hardly be said to play 
a great part in advertisement writing, 
reckless exaggeration is depreciated by 
all expert critics. It has been well 
said that “advertisement writing is the 
art of presenting the truth in a favor- 
able light.” 

The public has a keen and somewhat 
suspicious appreciation of the tone of 
advertisements, and is apt to discount 
rather freely any statements which have 
even the air of excess, especially as re- 
gards the proportion of quality to cheap- 
ness.—London Times. 





NO FIELD MORE’ HIGHLY 
SPECIALIZED. 


Agricultural advertising differs from 
all other, inasmuch as he who writes it 
must be in touch with the fields. He 
must know the various soil conditions 
as located in different parts of the coun- 
try; he must know the breeds of live 
stock and poultry, and he must know 
the farmer, and be familiar with his 
home and surroundings, and his man- 
ner of living, also the owner of the 
suburban home, and the man of the city, 
who owns and conducts his farm simply 
for the pleasure it gives him as a 
relaxation from the more strenuous life 
of the city.—Booklet from Proctor & 
Collier Co., Cincinnati, 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


A patient person with keen eyes 
could determine in the original of 
the Imperial Granum advertisement 
shown herewith that the drawing 
was very carefully made, and an 
excellent piece of work. The ad- 
vertisement occupied a space 2%4 
inches by 3% inches and the illus- 
tration was precisely half an inch 
wide. 

The original drawing was prob- 
ably a large ong, and was un- 
doubtedly attractive. There are 





How many Teeth 
has Baby ? 


Imperial 
Granum 


the Unsweetened 


FOOD 


for Babies 


“Helps the teeth to come. 
It makes and keeps baby 
strong and really healthy 
Send us your name and address 
and .wé will send you a cute little 
vag doll for baby, a large sample 
of Imperial Granum and our book 
of valuable help to mothers “7he 
Care. of Babies." ALI, FREE. 
Write now to 


JOHN CARLE & SONS 
153 Water St., New York City 


No.l 


no less than three babies in it, and 
the idea of attempting to show pic- 
tures of three children in a space 
half an inch wide and 3% inches 
long is certainly a startling one. 
It would be far better to have no 
illustration at all. 

_ Why is it that so many adver- 
tisers think it is necessary to show 
a group of people in order to get 
a good illustration? Isn’t it much 











better to show one baby, as in the 
illustration marked No. 2, and get 
a clear, distinct, pleasing picture 
than to attempt to show two or 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CAITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





33 UNION SQUARE,N.Y. 


FREE OF CHARGES 










three in a small space and get 
nothing at all? 
* * * 

The cordial invitation to “laugh 
yourself to death” extended by 
this Street & Smith advertisement 
is not calculated to make a very 





No.2 


impression 


the 
reader, and the character of the 
illustration is on a par with the 
headline. 

The man shown is manifestly a 


favorable upon 


idiot of the most pro- 
The inference is 


cheerful 
nounced type. 


Leugh Yourself to Death 
BY READING 








SOLD EVERYWHERE. 15 CENTS. 
Published by STREET & SMITA, New York 





that the book is one which appeals 
to idiots or, worse still, that the 
advertisers are approaching the 
reader with the assumption that he 
is an idiot. 

Advertising of this kind had con- 
siderable vogue twenty years ago, 
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but it is sadly out of date at the 
present time. It is distinctly in 
poor form and leaves an unpleasant 
taste in the mouth. 

* * * 

The judicious use of one attrac- 
tive figure in an advertisement is 
exemplified by this Grape-Nuts ad- 
vertisement. It occupied a full 
page in a current magazine and 
made an extremely neat and taste- 
ful appearance. It seems that it 
should be obvious to everybody 
that this advertisement is far more 















Th att font fg song ene in of the 
est *mportamce to their looks, 10 


‘There's « reesoe. 


Grape - Nuts 


strong and impressive than it 
would be than if the illustration 
showed a whole group of skaters, 
including the pond and the sur- 
rounding scenery. 

Some people seem to think that 
in order to be realistic and im- 
pressive an illustration must go 
into all sorts of detail and show 
surroundings, background and per- 
spective, that really have nothing to 
do with the point which the picture 
seeks to make. All these things 
simply detract from whatever force 
the picture might have, and this is 
a particularly important point in 
commercial art. 

* om * 

This advertisement of the Acme 
Ball-Bearing Caster is a good one 
in many respects. The picture of 
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the caster is shown and the copy 
is concise and to the point. The 
picture of the little child and the 
table is interesting but not con- 
vincing. 

The fact that the baby has her 
hand on the table is not positive 
proof that she can push it around. 
In fact, a doubt is apt to arise as 
to whether so small an infant can 


ACME BALL-BEARING CASTER 


7OLL LIKE A BALLIN ANY DIRECTION 





CME Casters 
make all 
furniture roll 
easily. A child 
can move the 
heaviest. 


Send for 
Circular 
or Ask 
Your 
> Dealer. 


ACHE  BALL-BEARING ha 
FREE THIRTY DAYS’ TRIAL Send & cent 
we willsend you one complete set. If not satisfactory, 
mail back to us, and we will refund your money. 
























push so large a piece of furniture, 
even if it is mounted on ball bear- 
ing casters. She ought not to do 
it, anyway—the lamp might fall off 
and break. 

It may seem captious to criti- 
cise an illustration of this kind but 
it is obvious that it has a certain 
element of weakness along the 
lines above suggested. 

Se: AE 


MODERN METHODS IN MEXICO. 


A newly opened establishment in the 
heart of the city has sent out a circular 
of which the subjoined is a portion: 

“Our Fabrik is fitted up with all the 
most modern and indispensable electric 
machinery to the preparation and manu- 
facturing of meats according to the 
European and American proceedings. 
Our manufactory is fitted up in such 
conditions as to guarantee our products 
for its good quality and hygienic clean- 
ness. They are sent to home if desired. 
We serve also petitions of sandwiches, 
at $6 a hundred. Requests at gross 
must be made to the Fabrik or to the 
above said Sucursal.”—Herald, City of 
Mexico. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











4 of Printers’ Ink, New York 
ity: 


Dear Sir—If I am not encroaching 
on your time too much, I wish to submit 
a case to you, asking you how you would 
treat it were you in my place. I might 
say that I have been a reader of 
PRINTERS’ INK since its first issue, when 
I lived in New York, and expect to 
continue such as long as I can get it. 
It is certainly the “daddy of them all,” 
and no mistake, and I would not miss 
it for all the other advertising journals 
put together. 

This is a little town of 1,500 or 2,000 
people, the business being mining on a 
large scale—the largest copper mines in 
Canada being located here and now 
shipping 2,000 tons of ore per day. But 
we find people here from all over— 
pegple of culture and refinement. 

he is the only paper pub- 
lished here, and by dint of the hardest 
kind of work, I have made it what is 
considered the leading weekly—no dail- 
ies within 150 miles—of this entire sec- 
tion. Naturally I have as advertisers 
ail the prominent business firms. 
new concern has just started a large 
clothing store in a good location, with 
a fine stock, being a branch in a way of 
a store located some miles distant. Tais 
man never does any newspaper adver- 
tising of any kind—so he told me, and 
I believe he tells the truth. He says 
frankly he puts his advertising in his 
show window. The window is a beauty, 
with plate glass, about twenty-five feet 
by eight feet in size, and magnificently 
fitted up. 

He is deaf to all my arguments, which 
he probably thinks are from a selfish 
standpoint on my part. I firmly believe 
that he could be benefited by using 
space in my weekly—that is widely read 
and quoted—and changing his matter 
frequently. He affects to believe that 
newspaper advertising is money thrown 
away. 

In my experience of twenty years I 
have never run across just such a case as 
this, and it is dificult to know how to 
treat it, and get him in line, to our 
mutual profit. I dislike to admit defeat, 
not so much on account of whatever 
amount might be involved; as because of 
the principle involved. In the town 
where his other store is located the loca? 
paper, I regret to say, is far below 
standard, and that might do for a 
reason, but here that excuse cannot be 
advanced. What would you do in such 
a, case? I should be glad of your 
views, and if there is any charge for the 
same, kindly let me know what it is. 

Yours very truly, 








It isn’t easy to say just how this 
merchant may be brought to see 
the error of his ways, in view of 
the fact that his is probably the 
largest and best store of its kind in 





his town, and the town. itself is so 
small that those who come into the 
main street can hardly miss his at- 
tractive window. His advertising 
problem would seem to be large- 
ly one of spreading the gospel 
of his goods and prices among 
those who live out of town, to the 
very limits of the territory from 
which he might reasonably expect 
business, thus creating a desire for 
goods that might otherwise never 
be considered as actual needs and 
bring people from the surrounding 
country to his town and store with 
greater frequency. He might in 
this way get a generous portion of 
the country patronage that may 
now be going to some other trad- 
ing center. Even for his own 
town, the window is hardly suffi- 
cient, no matter how attractively 
arranged. He can’t get everybody 
to stop in front of that window 
and read his window cards. He 
can’t take his window into the 
homes and set it up in the presence 
of the family council that decides 
when and where father’s new 
spring suit and Jimmy’s Buster 
Brown garments are to be pur- 
chased. In the weekly paper he 
can get very close to the people 
he wants to reach. He can get 
the eye of the mother with children 
to clothe, gain her confidence be- 
fore the actual buying time arrives, 
and get her ‘attention to his win- 
dow where nothing else would re- 
mind her to look at it. By the 
right kind of talk he can bring 
sales almost to that point where it 
is merely a matter of trying on the 
garments and taking the money, 
saving his own time and the cus- 
tomer’s as well. He can often put 
goods into the paper that he 
wouldn’t care to put in his window 
—and sell them. In the newspaper 
he can give wider publicity to spe- 
cial offers and bargains in a single 
week, than would be possible to 
his window in a month, and make 
sales which, without the newspa- 
per, never would be made by him- 
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self or anybody else. It is easy to 
make people buy things that they 
could get along very comfortably 
without—to make them feel that 
they must have those particular 
articles. This merchant is no 
doubt “from Missouri,” and he 
needs to be shown. Perhaps the 
best way to show him would be 
to try the relative merits of win- 
dow space and newspaper space on 
the same proposition. Get him to 
put into his window, for one week, 
at a bargain price, some article in 
common demand, advertising in 
the newspaper for the same week 
an equally desirable bargain in a 
different article. Let him fill the 
paper and his window, with regu- 
lar goods at regular prices for the 
next week. Then, for the next 
week, let, him advertise in the pa- 
per the same goods and prices that 
appeared in the window during the 
first week of the experiment, and 
put into the window the same 
goods and prices that were in the 
paper for that week. There is 
little doubt that such an experi- 
ment will very materially increase 
his respect for newspaper adver- 
tising and make of him a regular 
advertiser, if he keeps careful tab 
on the results. But the copy 
should be strong and the ad should 
have a good position, for it will be 
somewhat handicapped ‘by the fact 
that it is a new one, and will in 
some cases be an introduction to 
people who are not acquainted with 
the store. * The 
“Ready Made Man” in the days 
of yore solicited ads for a daily in 
a small city and several weeklies 
in near-by country towns, with the 
understanding that he was to go 
after the “hard ones,” those which 
the papers themselves had not been 
able to get. It was something of a 
“stunt” to get anything out of it on 
that basis, but when all the good 
arguments he could bring to bear 
proved unavailing there was one 
simple scheme that rarely failed, 
and this is it: Size up your pos- 
sible advertiser as to the size of 
space he ought, or might be in- 
duced, to use, taking care not to 
give him a bigger dose than he can 
swallow at the start. Get a line on 
his most seasonable and attractive 
offers and write a good strong ad 
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embodying one or more of them, 
as seems desirable. Set that copy 
up in the best style known to your 
best ad compositor, paste it in a 
copy of last week’s paper, then take 
it around and stick it under Mr. 
Merchant’s nose. It won’t make 
him mad to see his name in print. 
It will impress him with the fact 
that you can do things and are not 
afraid to put up some of your own 
time and money to prove it. It 
will give him something definite 
and tangible to think about— 
something to look at that is of 
strong personal interest where be- 
fore he saw only news items or 
the announcement of another mer- 
chant in a different line. If the 
sample ad happens to overshadow 
a competitor’s ad on the same or 
the opposite page, that might help 
some, too. And if the difficulties 
of preparing copy for future issues 
seem to appall him, offer to do it 
for him at a nominal charge or 
none at all, and that will clinch 
the deal nine times out of ten. 


Good Restaurant Ad from the Philadel. 
phia Bulletin. 





Hungry? 


Get Supper at 


MOSEBACH’S 
18 and 20 N. Eighth, 
Right in the heart of the 


shopping district. Specials 
at 25c. and 30c, from 4 to 
10 p. m. Curry of Chicken, 
Rice, Potatoes, Dessert, Cof- 
fee; or Roast Lamb, Peas, 
Potatoes, Dessert, Coffee; or | 
15 other combinations. | 








| 

How An Enterprising Undertaking Firm 
Advertises in the New Haven 
Register, 








Mortuary Chapel 


Messrs. LEWIS & MAY- 
COCK announce that they 
have added to their under- 
taking establishment a com- 
modious mortuary chapel 
having a seating capacity of 
one hundred and fity and 
fully equipped with every 
convenience for funeral pur- 
poses. This chapel is freely 
tendered to those who, be- 
cause of insufficient space at 
their residences, or for 
other reasons, are in need 
of a place where funeral 
services may be conducted 
in a quiet manner, and, if 
desired, perfect seclusion. 
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This. One From the Alpeny Evening| A Good Thing To Do and To Tell Of. 
Journal ts All Right 








When in Doubt Records 
Telephone and Exchanged 


ae Fifty cents and one old 
Find Out Columbia. black cylinder 

With a telephone at your record, in a late style box, 
residence you relieve your- buys three new Columbia 
self and family of many records. I exchange new 
anxieties and cares. ones for old or broken ones 


For information regarding on the above basis. Come 
rates call in and _see and hear the new 





Contract Department $25 Graphaphone. It is 
HUDSON RIVER TELE- the best cylinder machine 
PHO) O., made. Ten thousand Co- 
Albany, N. Y. lumbia, cylinder records al- 

| ways in stock. Ten thou- 

sand Victor records always 


A Good Piano Ad from the Memphis, in stock. 
Open evenings during the 

















Tenn., Commercial Appeal. J 
oe holidays. 
——. —" 
29 tate St., 
What Do You New Haven. 
Think of That 25c. 
ip This One from the Atlantic City, N. J., 
a Day Plan for a Evening Union, Tells the Whole Story 
Piano ? in Its Strong Headlines, 
re We, think it is a good one. i] . 
t is easy for you to save the 
As a — of ~ —,* = 
1 ou get in the regular 
habit . agen +¥. in — For oH eturne 
piano bank every day, you 
never miss the money and in 10 ours 
you'll have the piano to use We guarantee to Return 
all the time you are saving Your Work in 10 Hours. 
the money to pay for it. It’s We can do this Because we 
our business to give infor- do the Work Here. We 
mation—without charge, too. Solicit a Trial. 
Oo. K. HOUCK PIANO WHITE STAR LAUN- 
COMPANY, DRY, 

Memphis, Little Rock, St. 1719 Atlantic Ave, 

Louis. Both Phones. 


























Here’s a Time-saving Scheme For Any Dealer In Stove Repairs, and a Conventence 
That Will Be Appreciated By Customers. From the Alliance, O., Leader. 


STOVE REPAIRS. 


We are the Largest Makers of Stove, Range and Furnace Repairs in the 
World, and can Ship Immediately and Save You Money. 





WE HAVE THE REPAIRS FOR YOUR STOVE. PRICE GIVEN ON REQUEST. FOLLOW 
INSTRUCTIONS CAREFULLY AND WE GUARANTEE A FIT. 


| ee ee 
Give number of stove (as it appears on stove), usually found on pipe collar or front part of 
ERE SP ia a iarks GUT i5 60 A (ss Ane a Gus 14-516 sian 6906 Wisse a he aa hie SEN wisioivinve AWGN 89 2 alana beeias 
a NIE Sais o b:n1s asin vv. ccacinie sieitieidis vie sie’ aisle sislace/en.b goles ieisie'sis axa. ciaeieisGeibiee@€ cium 
MEE MED UNE Fn. 6c.0e.cdicn ss os.0sicsisevebbiesiacise cesses ssévieesicnscis sgageseuonen add 
NEO te UN AW 10 SOOVG 20 MME OF IFGII go 0)5.6:06.00:0.06:0.0:050c cee nccscceeresceecoesctervenes 
State if stove has a flat bottom grate or in two pieces............eeeecceceeeeeeecceeeeeeseees 
State if fuel can be put in through front door or put in through covers........sssseseseeeeeees 
EE GUE OND GUID: oo. 5. 5,5:0.065.655.aea'en) c's see Since peite'e bheeewesne? ebb Kerdden bens 
Parts Wanted. .00cccsccccccccccccsesccssccccese Rep uutenins Ca ckeniaGimiemepenvauesue icin esti ys 


WE SELL EVERYTHING NEEDED FOR A STOVE EXCEPT FUEL. 


NATIONAL STOVE & SUPPLY CO., 
144 Bunker Street, Chicago, Ill. 
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From an Excellent Series 


Druggist’s Ads, 





The Nurse And 
The Doctor 


will tell you that the suc- 
cess of a prescription de- 
ends on the purity of its 
ingredients. There is as 
much variety in medicine as 
in other merchandise. In our 
prescription-filling “Quality” 
is always our first considera- 
tion, R ae 
You can implicitly trust 
your prescription to us— 
quality, accuracy and _ the 
right price—are the never- 
failing trio upon which we 
think we have a right to ap- 
peal for your patronage. 
HARDY & TARBOX, 
Registered Pharmacists, 
28 Broadway, 
Farmington, Me. 
Telephone 7-3. 











of 


This One From the Boston Globe is all 
Right Except the Philosophy 
That’s All Right Too, But Not in an 
Ad Whose Appeal is as Much to Men 
Who Drink as to Those Who Do Not, 


Here’s One From_the Reporter-Argus, 
Oak Park, Iil., That Has Cleared 





“After a man sets up the 
drinks a few times the 
drinks upset the man.”— 
Vorenberg’s Philosophy. 


| A Mighty Good 
| Overcoat for $8.75 


Heavy Vienna Frieze—in 
rich ark Oxford — made 
with warm fancy wool body 
linings—Satin yoke and Mo- 
hair sleeve linings — silk 
velvet collar — splendidly 
tailored — and positively 
worth $15—the greatest spe- 
cial we have ever made, 
$8.75. 

VORENBERG’S, 
The Big Store With Little 
Prices. 
Boston, Mass. 








and 


the 


Usual Rut of “Prescriptionist” Ads. 





“ Prescriptionist ”’ 


long word but comprehen- 
sive. A “Prescriptionist” is 
one who makes a specialty 
of compounding Doctors’ 
prescrintions. his is our 
epecialty—therefore. 

JOHN D. SUYDAM, 

Prescriptionist, 

Oak Park Avenue, 

| Oak Park, IIl. 











These Paine Ads Are Good Because 
They Always Paint a Good Word Pic- 
ture of the Article For Sale and Name 
the Price. This One From the Boston 
Post Also Contained a Good Cut of 
the Table Advertised, 





In Carved 
Mahogany $5.50 


Go into any other store in 
Boston and the price of this 
Parlor Table is from $7.50 
to $10. 

Our price is $5.50. 

Here is what you get: A 
solid San ne Mahog- 
any Table in dark, lustrous 
finish; 28 inches high, 22- 
inch circular top; with hand- 
carved claw feet. 

For any room in_ the 
house; for mere ornament; 
for cards or games; for a 
tea-table; for a _ reading 
lamp; for sewing materials; 
for reference papers or 
books; for a smoking outfit 
near your easy chair; in 
fact, for half a hundred 
needs this Table is worth | 
twice our price, 

PAINE FURNITURE CO., 
Rugs, Draperies and 

Furniture, | 

48 Canal Street, | 

Boston, Mass. | 


There is Never Anything Weak About 
Weakley’s Ads. 











Royal Wilton 
Rules the 
Carpet Family 


Royal Wilton is indeed 
the queen of carpets and 
reaches the extreme of 
beauty and_ service. We 
show exquisite patterns— 
moss green grounds covered 
with oak leaves; Delft blues 
with darker figure; cheerful 
cerise designs; barbaric Or- 
ientals, and roses, roses 
everywhere. The coloring 
is superb and the thick vel- 
vety pie sinks under the 
tread. 

Happy the woman who has 
a Royal Wilton. 

Dressing tables in oak, 
mahogany and _bird’s-eye 
a. $10 to $50. Beauti- 
fully gotten up—good ideas, 
good wood, good cabinet 
making. 

Cc. S. WEAKLEY & CO., 
7 N. Market Square, 
Harrisburg, Pa. 
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